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A successful store, like people, must have an outstandingly 
clear and definite personality. It must create a modern 
IMAGE ... one that the community will see, believe, and 
remember. Your store IMAGE starts at the windows .. . 
Your window displays should be like fine gallery pictures... 
Fine gallery pictures have fine gallery FRAMES. BLISS 
Frames, Valances, and Prosceniums are FINE. They are 
cabinet constructed, guaranteed for a life-time not to warp 
or check under extreme conditions of summer heat and 
winter cold. They are designed in many different contours. 
They can be finished in natural wood grains or in color-fast 
lacquer. Mouldings are finished in gold or silver leaf. Large 

windows can be divided into two smaller windows 

with removable dividers. Architectural floor- 


By T ae R EK boards can be supplied with store 


identification in 


e ee A Gn | > W ia T H sculptured logos. 


Prices start at 
$9.00 per foot. 


NEW WINDOW These prices 


include measuring on 


F R A Mi E ee BR VY the site. As many as twenty 


windows can be installed in as little 


as two days. We have supplied window 
ih L I me & frames for: Gimbels Pittsburgh, David’s, 


Illustrated above is our Design V-10. 


Carson's, Shepard’s, Bamberger’s, Ohrbach’s, 
Horne’s, Macy’s, Oppenheim Collins, Abraham & Straus, 
G. Fox, Browning King, Jordan Marsh, Cleland Simpson, 
Woodward & Lothrop, Edwards-Syracuse, The Dayton Co., 
Weber & Heilbroner, Rich’s-Atlanta, S$. W. Anderson Co., 
Hochschild-Kohn, Ellis Stone. 


BLISS DISPLAY CORPORATION 
37-21 32nd Street, Long Island City 1, N. Y. 
Phone: EXeter 2-3890 





ANU DOIN 


in the tradition of EARLY AMERICA 


No. 5579 Early American 
Grain Cradle 
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No. 8887 Autumn Tree Scape Comura 


80 in. wide, 90 in. high, consisting of two 40 in. x 90 in. designs depicting a beautiful age old 
tree with full spreading branches, full rich coloring in turning leaves, set against a countryside 
landscape background in soft blending tones to accent the colorings of the tree. 

The two 40 in. x 90 in. panels join in center to complete design creating huge tree scape 
80 in. wide x 90 in. high. 

Set of panels as illustrated . ..$18.95 per set. 

SUGGESTION FOR USE. Mount pair of panels on background; hinge together in center 
for one large tree and use as window background. 


AMERICANA Vacuum 
Formed Plastic Letters. Excit- 
No. 5577 Early American Rake ing, beautiful, new Americana 


letter, 6 in. high, 4% in. deep of 
No. 5578 Early American Fork , heavy gauge formed plastic. 


\ = : Wonderful for anniversary, 
Beautifully machined in natural raw Price...60c each, White #5390 . . .$57.50 haif ween (115 characters) Americana, Gay Ninety pro- 
woods. Can be finished to accent any a 7 PP: $109.75 complete font (230 characters) 


3 ) motions or for an individualis- 
color coordinated 9 sagging wad Gold Plated #5391 .. .95c each; $87.50 half font (115 characters) tic style of permanent or 
fashions. 65 in. high, 21 in. wide. ; +. ¢ 


$167.50 complete font (230 characters) temporary signing. 
No. 5577 $5.95 ea; $59.50 per doz. 
No. 5578 $8.95 ea; $89.50 per doz. 


ee ’ ry Al | B Raa, Write on your letterhead for Catalogue 
21 in. x 17 in. Gracefully contoured and = be | 


formed in Autumn's beautiful colorings, ‘sl Peon |e 

bens woredeens ty cena Ma | joe w... STENSGAARD 
orange, red and white tones against : ; , | 

transparent plastic background. Price 


...$4.25 each; $42.50 per dozen. | ) 1931 - 1961 AND ASSOCIATES INC. 


OUR 30th YEAR 346 N. Justine Street - Chicago 7, lil. 
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JULY, 1961 
Vol. 79 — No. 1 


In this issue 
PORTFOLIO OF BACK-TO-SCHOOL DISPLAYS 8 


Presenting 14 pages of outstanding displays of tot, teen and college ready-to-wear, 
school supplies, books and luggage from this country and abroad to aid you in planning 
lor the season ahead. 


Display Sketchbook 


Practical low-cost ideas for back-to-school displays. 


By Gerard Boucher 


By Charles S. Telchin 


4 leading architect tells how this Columbia, S. C., men’s and women’s apparel store 
purchased a three-story building and modernized it inside and out. 


How Lourie’s Solved Expansion Problem 


Dramatic Glimpses of Manhattan 


By Jim Kiley 


Modern Store Planning 


By Alex Kaufman 
4n unexplored and frequently neglected area of display presents problems 
challenges. 


Second Story Windows 


By Dick Jachim 


Foreign Flavor Prevails in San Francisco 


Triumph Recognizes Importance of Display Saturation 
German foundation garment manufacturer achieves 800 windows a month with area 
displaymen. 


By Richard and Lois Day 


Americana and Mother in Chicago Windows 


By Russell D. Shaw 


Overcome sales resistance with these low-cost, versatile display techniques. 


New Horizons for Display 


NADI Newsgram By Gabriel M. Valenti 


By Roger D. Anderson 


Emphasis is on the college young man in these original sketches. 


[Ideas for back-to-school 





ADDITIONAL FEATURES: 


Editor’s Comment Reminiscing 
Trade Personalities 
and we quote 


Display of the Month 


Display on and off the record 
Coming Up! 
The Display Parade 


The Display Bookshelf 











PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 
407 GILBERT AVE. e GARFIELD 1-2050—1-2051 @ CINCINNATI 1, OHIO 


SECOND CLASS POSTAGE PAID AT CINCINNATI, OHIO 


THE COVER 


This rustic back-to-school scene proved 
to be a successful trafic stopper for 
Wilson’s department store, Gainesville, 
Fla., where Sam Kates is display man- 
ager. It demonstrates the ability and 
craftsmanship that Mr. Kates embodies 
in his displays year-round. The sales 
results prove also that professional 
quality displays in smaller cities are a 
worthwhile investment, a lesson many 
stores have yet to learn. 


OUR NEXT ISSUE 


Autumn will hold forth in the August 
issue in all its colorful splendor and 
will be featured predominantly in both 
photos and idea sketches. DISPLAY 
WORLD will also tour the new Besse 
Richey store in the Connecticut Post 
shopping center in Milford, Conn., and 
the exciting men’s wear store, Cason’s, 
of Malmo, Sweden. Look for this en- 
lightening issue soon after July 20— 
when it goes in the mail. 


SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the United 
States and Canada. To foreign countries, $6.00 a 
year. Canadian and foreign orders payable im 
U.S. funds by International money order or New 
York bank draft. Single copies 60 cents. Send 
all subscription orders direct to the publication 
office at Cincinnati. Changes of address must be 
reported at least two weeks in advance of 
effective date, otherwise missed copies cannot be 
supplied. Entered as second class matter Sep~« 
tember 20, 1922, at postoffice at Cincinnati, Ohie, 
under act of March 3, 1879. 


EXECUTIVE STAFF 
H. C. Menefee, President 
Nathan Silverblatt, Manager 
Paul T. Knapp, Editor 
R. James Shriver, Advertising Manager 
H. Glenn Reed, Circulation Manager 
Richard Link, Production Manager 


Eastern Office 


Homer Guck, 156 Fifth Ave., New York 
10, N. Y. Phone CHelsea 2-3714. 


Western Office 


Joseph Mervish, 6716 Gentry Ave., North, 
Hollywood, Calif. Phone TRiangle 7-7556, 


Member 


National 
Association of 
Display Industries 


<to 
°° a 


Associated Audit 
Business Bureau of 
Publications, Inc. Circulation 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of; 
your department. 














Display 
World 


The International Display Authority 


SERVICE 


Contact the distributor nearest you and let him show you our host of as hind UREAU = 
products..beau monde mannequins, papier mache forms, garment racks, The Om rvice Bureau wi 


i be glad to supply the latest authentic informa- 
displayers, fotoflair cardholders and a complete line of TRIMLok store tion about anything in the display line in 
equipment. 


which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 


American Fixture Inc. 


SALUTES ITS DISTRIBUTORS 


The excellent representation, given our many fine products by our dis- 
tribuior organization, has made American Fixture Inc. synonomous with 
“the finest in display equipment”, in stores all over America. 


AUTHORIZED DISTRIBUTORS 
ALASKA 


Custom Designed Display, Inc. 

831 Nelchina 

Anchorage, Alaska 

Mr. Hugh Brewington 
ARIZONA 

Arrow Display & Supply Co. 

4861 E. Speedway 

Tucson, Arizona 

Mr. Irving Salitsky 
CALIFORNIA 

Marvin Grant Associates 

850 South Hill St. 

Los Angeles, 14, California 

Jay Display & Store Fixture Co. 

228 ‘'B’’ Street 

San Diego, California 

Mr. Albert Gabbs 

Kehoe Display Fixture Co. 

541 Market Street 

San Francisco 5, California 

Mr. L. Williams 
COLORADO 

Walter W. Martin 

1622 Arapahoe Street 

Denver 2, Colorado 

Mr. Walter W. Martin 
CUBA 

Cia de Maderas Gancedo 

via Blanca y Avenida de 

Gancedo — Havana, Cuba 

Mr. Jesus Gancedo Ruiz 
FLORIDA 

Morty Fay Displays, Inc. 

853 N.E. Second Avenue 

Miami 32, Florida 

Mr. Morty Fay 
HAWAII 

Bader’s, Inc. 

1049 Alakea Street 

P. ©. Box 3949 

Honolulu, Hawaii 

Mr. Oliver Bader 
ILLINOIS 

Display Equipment Corp. 

211 South Wacker Drive 

Chicago 6, Illinois 

Mr. Dave Lazare 
INDIANA 

National Decorators Supply 

318 North Illinois Street 

Indianapolis 4, Indiana 

Mr. Joe Botkin 
KENTUCKY 

Meyer-Thompson 

319 West Main 

Lovisville 2, Kentucky 

Mr. Walter Thompson 
LOUISIANA 

Wray Williams Display Co. 

534 Canal Street 

New Orleans 16, La. 

Mr. Jack Lovejoy 
MASSACHUSETTS 

Eastern Displays, Inc. 

51 Kneeland Street 

Boston, Mass. 

Dora Gustafson 
MINNESOTA 

Shur-Nuff Showcase, Inc. 

322 First Avenue, North 

Minneapolis, Minnesota 

Mr. Sam Chernoff 

L. E. Hier, Display Equipment Co 

430 First Avenue, North 

Minneapolis 3, Minnesota 

Mr. Russ Millward 

Store Equippers 

B80 S. Seventh Street 

Minneapolis 2, Minnesota 

Mr. Donald J. Weidt 


2300 LOCUST STREET 


MISSOURI 
Business Interiors 
1000 Washington Avenue 
St. Louis 1, Missouri 
Mr. Marvin Powers 
National Equipment Corp. 
920 Broadway 
Kansas City, Missouri 
Mr. Merle Smith 
Nu-Era Displays, Inc. 
808 North 7th Street 
St. Lovis 3, Missouri 
Mr. Milton Kravitz 
Harry Ryan Associates 
6924 Manchester Avenue 
St. Lovis 17, Missouri 
Mr. Harry Ryan 
NEW MEXICO 
Kachina Displays 
5206 Second St. N.W. 
Albuquerque, New Mexico 
Mr. Pat Smither 
NEW YORK 
Bison Display Fixture Co. 
132-134 Delaware Avenue 
Buffalo 2, New York 
Mr. Sid Himmelreich 
OHIO 
Admiral Store Fixture 
5680 Euclid Avenue 
Cleveland 3, Ohio 
Mr. Harry Wittenburg 
General Display Corp. 
25 Opera Place 
Cincinnai, Ohio 
Mr. Julius Fisher 
Pribil Displays 
3620 Superior Avenue 
Cleveland, Ohio 
Mr. Joe Pribil 
OKLAHOMA 
E. B. “‘Jack’’ Castle 
Merchandise Mart 
21 W. Main Street 
Oklahoma City, Okla. 
Mr. E. B. “‘Jack’’ Castle 
OREGON 
Max Schachter Company 
9400 S. E. Powell Bivd. 
Portland, Oregon 
Mr. Max Schachter 
PENNSYLVANIA 
Art R. Cohen Company 
810 Penn Avenue 
Pittsburgh, Pa. 
Mr. William Cohen 


Naythons Display Fixture Co. 


909 Arch Street 

Philadelphia 7, Pa. 

Mr. Ben Naythons 
TEXAS 

Fox Display Company 

2110 South’ Flores 

San Antonio 4, Texas 

Mr. L. D. Fox 

Southwest Fixture Co. 

907 Commerce Street 

Dallas, Texas 

Mr. Hurt Heumann 
UTAH 

Commercial Display Co. 

339 South State 

Salt Lake City 1, Utah 

Mr. C. Kimball 
WASHINGTON 

Lee Display Materials 

324 Westlake Avenue N. 

Seatle 9, Washington 

Mr. Lee Ross 
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SAINT LOUIS. MISSOURI! 
































or obligation. This service includes an analysis 


of any display problem. 
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Air Brushes 

An mated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Black Light 
Bulletin—Directory Boards 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Composition Pieces 
Crepe Papers 

Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 
Display Fixtures 
Display Forms 
Display Letters 
Display Racks 
Enlarging Projectors 
Fabrics and Trimmings 
Flags and Banners 
Float Decorations 


Glass Sun-fade Tint 
Glass Specialties 
Grass Mats 

Hosiery & Shoe Forms 
Mannequins 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Motors 

Mouldings 

Natural Foliage 
Paper Sculpture Displays 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Plywood 

Price Cards—tTickets 
Price Ticket Holders 
Ribbons 

Sale Banners 

Screens, Display 
Show Card Colors 
Show Cards 

Show Cases 
Socks—Window 
Signs—Brass—Bronze 
Signs—Electric 

Sign Printing Machines 
Sleeve Forms 

Spray Paints & Finishes 
Store Designing 

Store Equipment 
Store Fronts 

Tackers 

Time Switches 
Turntables 

Veneers (Imitation) 
Wall Board 

Wigs 

Window Lighting 


you wish a copy of their catalogue? 
you plan to remodel your store soon? 
you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI 1, OHIO 


Display Manager 


Street 





DISPLAY WORLD 











your center for display industry information and assistance A f § () ( | Al | () N 
OF 


.. . headquarters for locating supply sources . . . sponsors 
of June and December Market Weeks yearly and industry- | C 7 | AY 
wide public relations programs .. . 
e NEXT SPRING SHOW 
Dec. 10-14, 1961—New York City N f} lf \ | 4 | F c 
e NEXT CHRISTMAS SHOW 


June 16-20, 1962—New York City 


EXECUTIVE OFFICES: GOVERNOR CLINTON HOTEL, 31st STREET AND SEVENTH AVENUE, NEW YORK 1, N. Y. 








=~ Maquetlie=z MODEL M-1448 (sHown teow 


" PRINTS ALL SIZES UP TO 14" x 48" 
“S/GNPRESS FEATURING — “MAGNETIC” TYPE LOCK-UP 
Pr. Deatces9) CDEED SIMPLICITY | GREATEST ADVANCEMENT IN SIGN MACHINES WITHIN LAST 25 YEARS 


J LOW OPERATING COST.-LONG LIFE Jim is eeeitomecheceaie OR 


NO MODERN STORE IS COMPLETE WITHOUT A 
SHOW CARD PRINTING MACHINE! 


pvoet Away From wan / 
MODEL "M"—Using regular printers’ a Back Your Duds---Get Set fer 
metal and wood type. | Y 
upte , ppy Summer Vacation 
MODEL "B"—Using rubber type. . A Ha 
es GOOD LUGGAGE 
e BOTH MODELS MADE IN 3 SIZES ies Yo vers CUE 
e COMPLETE UNITS FROM $158 UP | 
@ MANY NATIONAL CHAINS HAVE 
FROM 50 to 500 OR MORE IN USE 
FOR DETAILS WRITE 


DISPLAY EQUIPMENT CO. 
BOX G-146 ADRIAN, MICH. 











Photos of your 1960 Christmas window and interior displays with complete details of construction and materials used. 


WANTED! Photos of your 1960 Christmas store front decorations. 


Color transparencies of Christmas displays for possible front covers. (Only horizontal shots 4 by 5 inches acceptable) 


WHY? For editorial consideration in our September and October annual Christmas issues. (All photos will automatically be entered 
. in the appropriate categories of the 196! International Display Contest. 


SEND TO EDITOR, DISPLAY WORLD, CINCINNATI 1, OHIO, BY JULY 15 
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This past month I had the pleasure of attending a two-day program 
on the subject "Today's Revolution in Retail Merchandising" conducted 
by National Cash Register Co. at the firm's headquarters at Dayton, 


Ohio. 


In brief, the meeting foretold the inevitable adoption of self- 
service with check-out lanes in most areas of department stores, exclud- 
ing perhaps the better apparel, shoe and other departments where 
individual salesmanship and assistance will still be required or recom- 
mended. 


From the notes taken at this meeting a series of articles will 
be developed covering the theoretical aspects of this transformation. 
What is needed to round out this editorial project are some successful 
examples of self-service with check-out by stores to show the practical 
application of the theory. Send us photos and information on your 
departments as they are converted and stress the role that display 
plays in the change. 


This revolution will have far-reaching effects particularly upon 
interior display. The increased importance of effective selling display 
coupled with more efficient and less expensive self-selection fixtures 
will be a prime factor in producing high volume at low cost, which is 
the underlying principle behind the entire change. 


You'll be hearing more about this in every retail publication in 
coming months. We hope to keep you up-to-date during this period of 
rapid change. Let us hear from you if you have some particular ideas 
on the subject. 


In the area of sales promotion, the discovery of a single original 
idea is sometimes more difficult and time-consuming than the applica- 
tion and development of the idea once it has been found. All members 
of this team in all industries as well as retailing are constantly 
seeking the new and different. 


One method of collective thinking that has proved successful 
Since its fabled discovery by the major advertising agencies is the 
brainstorming session. This is, perhaps, the most efficient method yet 
devised to get the most creative ideas out of the maximum number of 
people in the least possible time. 


Here is basically how you can adapt this executive tool to your 
own situation: 


In a large department store you would get together the heads of 
the sales promotion, advertising and display departments and as many of 
their creative assistants as space permits. Also invite the fashion 
coordinator, certain buyers and others who have been known to be full 
of suggestions in the past. A brainstorming session for a smaller 
store might include the entire staff. 


Someone who is alert and adept at conducting a discussion acts as 
moderator and stands at a blackboard in front of the room. He states 
the specific purpose of the session; (Please turn to page 54) 





BOOK 
ON DISPLAY 


DYNAMIC DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


e 268 Pages 


e More than 600 illustrations 
e Size 9 x 12 inches 


e Cloth bound 


e Now in third edition 
e Contains everything about Display 


—YOU MUST HAVE A COPY 
...to make your displays sell more goods faster 
... it's the kind of book you have been waiting for 
...it's a necessity for everyone engaged in display 


or using displays 


PARTIAL LIST 


Training for Display Work 
Recipe for a Displayman 
Common Errors in Display 
Working Methods 

Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Eye-Catchers 

Paper Sculpture 

Display Materials 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

Howto Master the Space Problem 
Preparatory Work 

The Window Plan 

Birth of a Show Window 
Display on a Small Budget 


OF CONTENTS 


Variations on a Basic Idea 
The Display Calendar 

Layout of Merchandise 

Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints. Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


PRICE +10 POSTPAID 


immediate Delivery! / 


Order Your Copy NOW! 


SULT, “19 64 


IMAI GIGPLAY 


Endorsed 
by the country's 


foremost display directors. 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete treatment 
of modern display technique and practice. The student will find it a 
sure guide to display techniques and a real help toward steady 
improvement and perfection in his work. For the experienced and 
professional displayman it is rich in display ideas and an invaluable 
reference work — in fact, a display library in itself. Retailers, both 
large and small, will find it a positive guide to good selling displays. 
The author draws freely on his wide experience to explain each facet 
of retail display and shows by photographs and sketches the practical 
application of display techniques for modern displays that sell. 
Display problems and their solutions are explained in detail. It gives 
display a scientific background to make the medium of display more 
powerful and effective. Study the partial list of contents and you will 
realize that this is a book you MUST have. Its value to you cannot 
be measured by its reasonable cost. 


: DISPLAY WORLD, Cincinnati 1, Ohio 
s (] Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 


[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $14.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders except Canada $1.00 additional.) 


NAME 
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WOODWARD & LOTHROP, Washing- 
ton, D. C.. by George K. Payne (all 
photos on pages 8, 9 and 10)—Mr. 
Payne and his staff liked the title of 
their back-to-school promotion, “Class- 
time U.S.A...” so much that they had it 
copyrighted. Shown on these three 
pages are window and interior displays 
from the event as well as two photos 
showing the fashion show setting that 
played a large part in its success. The 
old school desks, that are also available 
from several display resources, were 
secured from an old school that was 
closing. Some of the fake books were 
bought from a display manufacturer 
while others, particularly the large ones 
used in window at left and on interior 
ledge, opposite page, were made with 
die-stamped gold paper and velour: still 
others were real from the store’s own 
book department. Some props such as 
the large watches inscribed with “Class- 
time U.S.A.” were repeats from the 
previous year as were the tricky young- 
sters as shown atop the desk on oppo- 
site page. Portraits of the College 
Board members were featured in the 
windows promoting coed fashions. (Con- 
tinued on page 10.). 


DISPLAY WORLD 





ORE AND MORE retailers are 
scheduling back-to-school promotions 
with mixed emotions running the gamut 
of enthusiasm from couldn’t-care-less to 
effervescent endorsement. Where your 
store stands on this subject establishes 
just how far you will be expected to go 
in your display efforts. 

On the following pages you will find 
numerous examples of how various stores 
throughout this country and abroad con- 
ducted their back-to-school promotions 
last year. You'll find how many of them 
achieved commendable results with a 
minimum of effort and materials, while 
others allowed their imagination and ex- 
penditures to soar almost unrestrained. 

Although display manufacturers have 
never been able to expend much effort on 
creating new and unusual back-to-school 
themes and props because of the pres- 
sure of approaching fall and Christmas, 
at least most firms do provide a limited 
selection of variations of the traditional 
themes. Salesmen of most firms are 
already in the field with their contribu- 
tions, which can also be seen at manu- 
facturers' showrooms. 

In many cases there is an obvious 
overlap of back-to-school with a fall in- 
fluence, resulting largely from the ex- 
perience of stores that have found that 
the period from mid-August to mid-Sep- 
tember usually runs into the more-produc- 
tive fall sales of sportswear that appear 
along about the same time. 

Last year many stores experienced an 
unusual sales phenomenon: Career girls 
flocked to buy the less severe offerings 
originally intended for the college girls. 
This can be expected to repeat itself this 
year. Now that displaymen are the wiser 
the results at the cash register should be 
even more favorable. 

How will you capitalize upon this appeal 
to both the coed and secretary ? Al- 
though you hear much talk about the ad- 
vantage of placing your college-bound 
mannequins in a setting that reminds 
them of the recreational aspects of campus 
life rather than the book-learning bit, 
such settings as the formal dance, the 
rush party, etc., will be limited to clothing 
that will not necessarily appeal to the 
career girl. She'll be interested in those 
in-between styles of every-day coordi- 
nates, accessories and more subdued 
dresses such as the coed might wear for 
less dressy occasions or from class to 
class. In the latter case, some variation 
of the back-to-the-books theme will be 
most effective. 

(Please turn to page 10) 
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WOODWARD & LOTHROP 


page 8)—“Classtime U.S.A.” was also the title 


(continued from 


given to the college fashion show held at the 
Sheraton Park Hotel on August 24 of last year. 
\s always, the store’s display staff was re- 
sponsible for providing settings, props and stage 
complete to the point when the commentator, 
the clothes 


the large crowd, in this particular case, the 


models and walk on. Because of 
runway had to be extremely long and the stage 
background bold and colorful to permit all to 
see the modeled fashions. The modular struc- 


ture was very versatile. The dark panels, as 
seen in the top photo, were transformed into 
white panels containing large feminine eyes 
and eyebrows (bottom photo) when the window 
shades were pulled down at the proper moment 
during the show. You can imagine the com- 
mentator saying: “All eyes are on you as you 


return to school this fall.” 


(Continued from page 9) 
Of course, back-to-school promotions 
limited to the windows. 
There ll be the presentation of the “Col- 
lege Board” and “High School Board,” 
the traditional selection of girls from the 
And it will be the per- 


fect time for a fashion show. 


will not be 


nearby schools. 


Incidentally, many stores have found it 
worthwhile to have the members of the 
“College Board” augment the regular 
sales force in the applicable departments 
during this promotion. Members of the 
“High School Board” can also be quite 


10 





helpful as “advisors” to their classmates. 

Stores should not overlook the potential 
for sales of apparel for the younger chil- 
dren and pre-teens. This group has been 
slighted displaywise up until this past 


year. Although not a deciding factor. 
the recent design and manufacture of 
more acceptable child and junior figures 
certainly deserves some credit. In fact, 
the improvements along these lines have 
been among the most notable contribu- 
tions of the mannequin field during the 
past two years. 

Also not to be side-stepped by display 


sansa 








are such items as school supplies, type- 
writers, luggage and books. Often this 
merchandise can be combined with ready- 
to-wear in the same windows, but sales 
have been found to climb when this mer- 
chandise was granted a window of its 
own. The reason given by some experts 
is that it “becomes lost” when displayed 
with other, more colorful merchandise, 
taking on the aspect of an unobtrusive 
prop rather than a “for sale” item. Out- 
standing examples of displays of this 
merchandise are included in this special 
section. 


DISPLAY WORLD 





FREDERICK & NELSON, Seattle, 
Wash., by Joseph T. Sjursen (entire 
page)—At top is the outstanding 
back-to-school series of windows Mr. 
Sjursen installed during the 1959 
season. As you see, it consisted of 
a fabricated train with school desks 
atop flat cars as the coaches. The 
theme was “Fashions — classroom 
bound.” Tunnels were painted 
through the columns separating the 
windows and the train tracks were 
extended in realistic fashion. The 
engine was finished on both sides 
as the draperies are opened during 
the daytime, revealing the entire in- 
terior of the first floor. The two 
photos at right show the 1960 efforts, 
which were obviously subdued from 
the previous year, although still 
highly effective. The same desks 
were lined up across the entire ex- 
panse of windows facing the glass 
and various other school props were 
added here and there. Above the 
center of each window was the sign 
of white letters on black felt. The 
theme was “Success fashions for 
Back-to-School.” Another window 
employed the false doorway as a 
central prop around which to pre- 
sent apparel for all ages. 
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NEIMAN-MARCUS, Houston, Texas, by Emery Gregory (both photos at 
right)—-The theme of N-M’s back-to-school promotion was “What's College 


‘00? Each window was treated in a different manner, each representing a 
different phase of campus life. Portraits of College Board members were 
featured in the lower corner of each window along with the college issue 
oi Glamour magazine opened to the page showing the displayed merchan- 
dise. The mannequins were perfect for the part they played in each setting. 














MAISON-BLANCHE CO., New Or- 
leans, La.. by Emile F. Alline (eft 
center and left)—Mr. Alline used 
simple props in a monochromatic 
color scheme in his series of back- 
to-school windows. At left center, 
display contained wall, sign and 
sidewalk in various shades of green. 
In the other display the colors of 
door, blackboard, desks were of 
blue. Of course, merchandise fol- 
lowed the same color schemes. The 
sign on the blue blackboard read: 
“M B has more of everything for 
BACK-TO-SCHOOL,” and gave the 
floor location. Note the clever use 
of the doorway in the display at 


left. 


DISPLAY WORLD 
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THE CRESCENT, Spokane, 
Wash., by J. Howard Schneider 
(entire page) — This one-of-a- 
series of back-to-school displays 
(top) featured perky cotton 
dresses for the crayon crowd. 
There are limitless possibilities 
in a display of this type show- 
ing the merchandise on com- 
position board cut-out doll fig- 
ures. The school atmosphere 
was further achieved by the 
symbolic school house and the 
bright red school clocks fram- 
ing the entire presentation. At 
center is a corner window set- 
ting with two purposes: Pri- 
marily the showing of teens’ 
back-to-school fashions and sec- 
ondarily, the preview showing 
of the new “Princess” tele- 
phones. Indeed it was a good 
tie-in aptly termed “Teen Talk.” 
The display featured colorful 
wardrobes for the high school 
set displayed on action manne- 
quins amongst the groupings of 
white ladders and planks. Var- 
ious school pennants were hung 
along with the colored phones. 
One mannequin was seen rest- 
ing atop a large papier mache 
phone. Various teen accessories 
were shown to complete the 
setting. Another from the series 
for children included props 
consisting of vari-colored hoops 
and the abstract painting of the 
familiar PS38. Red apples and 
the copy were also suspended 
in the hoops. Accessories and 
school supplies were grouped 
on the red school desk with 
amber lighting achieving the 
necessary effect on both color- 


ful props and merchandise. 
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LIPTON’S Bloomfield, N. J.. by Jack S. 
Dodge, ‘(above)—Setting the mood for this 
pre-season sale of school dresses by Suzy 
Brooks were the “Slow school crossing” 
signs, the transparent umbrellas embellished 
with jazzy sayings, the dog with a pencil in 
its mouth and vertical panels covered with 
plaid material. Each mannequin also held a 
pencil as off to school they skipped. 


HOCHSCHILD KOHN & CO., Baltimore, Md., by James F. Burnside 
(three photos below)—-Displayers, wood nymph and sign in this one of 
a bank of College Shop windows shown directly below were made of 
rough unfinished wood, painted sun-lite green, shaded in dark green and 
wood grained in black paint. Small barrels were painted to match. 
Letters are of hard board painted bright yellow and applied to the 
wood. Merchandise was displayed on gold hangers held by gold spikes. 
Accessories of jewelry, books, etc., were used. Sign at bottom left men- 
tions the schedule of four College Board fashion shows scheduled at 
downtown and suburban stores. Three mannequins were used in each 
window. Natural wood chips covered the floor; overall white lighting was 
used. At bottom right is a small window that announced the College 


Board. The rough wood was painted as mentioned above. A _ blow-up 


of the Board members, 30 by 40 inches, was nailed to this wood and 
the members were identified. Signing was on an irregular piece of hard 
board. Sweater and books added relief. Floor and lighting was same as 
above. Same type rough wood displayers and nymph in same colors were 
used in display of another bank of windows for children’s wear. Wood 
pegs in sun-lite green were scattered on floor. Apparel and accessories in 
windows were identified by pages in the store’s “Back to Schoo] Catalogue” 
also shown in the window. 





CHERRY & WEBB CO., Lawrence, 
Mass., by Arthur Janikas (entire 
page) —Against a background of black 
seamless paper, Mr. Janikas placed a 
Greek column arch to which sorority 
and fraternity pin replicas were ap- 
pliqued (top photo). A wire suit- 
case displayed accessories in front of 
the standing figures. Potted ferns 
and plants as well as a unit in orange 
and brown tones added additional 
color to the setting. The same colors 
were again emphasized in the flooring 
of marbleized paper. Overall lighting 
was a soft green with white accent 
spots on the mannequins. Another 
window (center) placed the “Back to 
College Campus Fashions” in the set- 
ting of a large locomotive and side 
car cut from hard board and painted 
in gray, black and yellow. Back- 
ground was gray seamless paper to 
which Janet Norwood, the designer of 
the displayed fashions, plaques were 
attached. Lighting consisted of yellow 
and white spots on mannequins. Col- 
lege pennants on a black seamless 
paper background and a simulated 
brick wall at center (bottom photo) 
provided the atmosphere for “Back to 
Campus Corduroys.” The planter atop 
the wall was filled with fall Boston 
ferns, tiger lilies, orange asters and 
cat-in-nine-tails. Sign was propped 
against large imitation textbook. Gray 
carpeting covered the floor. 
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SNELLENBURGS, Philadelphia, Pa., by Raphael G. Nadeem (entire page) 

Predicting the interest similarities between the college and career girl, 
Mr. Nadeem attached gold embossed letters to large simulated colored rib- 
bons hung from near the back wall. “Back to Career and College” said 


the banners when appropriate (right and below) while others (bottom) 


stated simply “Back to School” in the windows of the younger set. Copy 
in the men’s wear windows read: “College Board Approved . . . entrance 





requirements for the campus 
bound man.” In the children’s 
windows, it said: “Everyone goes 
to Snellenburgs before they go 
back to school.” Children figures 
were usually placed in action 
poses simulating school activi- 
ties. Note the tasteful arrange- 
ment of the accessories in the 
narrow window. 


DISPLAY 





S. W. ANDERSON CO., INC., Owensboro, 
Ky., by Cliff Purdy (right)—This is an ex- 
ample of the combination of college and career 
wardrobe that impressed retailers last year— 
and will be more in evidence this year. It 
was no accident for Mr. Purdy, as he planned 
it that way from the start. Note the photos 
of the College Board members at lower left, 
miniature school pennants and fake book 
spines on the back wall. 


KAUFHOF, Mulheim/Ruhr, Germany, by 
Fritz Boddenberg (/eft)—-Although this is 
actually an Easter display, the idea has sev- 
eral possibilities for back-to-school. For in- 
stance, we have yet to see animals, animated 
or not, used as a substitute for children in 
schoolroom situations during such promotions. 
It would seem to be a natural for making use 
of some of the held-over Easter or Christmas 
animated animals and having them re-dressed 
to suit the current theme. 


GIMBEL BROTHERS, Philadelphia, Pa., by 
A. Van Hollander (nght)—This rustic setting 
was one of a series of six windows featuring 
provincial prints with a different color in each 
window: Red, gold, plum, brown, green and 
blue. Exterior construction work is fruitwood 
spiced with antiques in matching colors. In- 
dian and wood posters were made by a dis- 
play manufacturer. 
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KAUFHOF, Cologne-Nippes, Germany, by Heinz Errenst (entire page) —Although 


it may seem a little out of the ordinary for a back-to-school promotion, there is no 


reason why it couldn't add a definite spurt to toy department sales to feature such 
items at this time of year. This store featured toys (the educational value of some 
may be questioned) in front of huge blow-ups of actual classroom scenes from local 
schools. In the two windows shown here the camera faced the instructor; in others 


it faced the students. This promotion 
was conducted in conjunction with a 
toy show in the toy department on an 
entirely different theme of “Treasure 
Island.” At top right is an interior 
display that drew attention to this 
event. It consisted of a huge suspended 
balloon with a frankfurter-suspended 
cupola containing dolls and teddy bears. 
The sign said: “We're flying to the 
Toy Show. Who's flying with us?” 
There is no reason why the blow-up 
idea couldn’t be adapted to school sup- 
plies, books and even clothing and 
shoes for a regular back-to-school pro- 
motion. The only catch is that you 
would have to arrange for the class- 
room photos to be taken prior to the 
closing of school for the summer. Also 
the permission of the students and 
teachers should be obtained before use. 
This shouldn’t be difficult and should 
result in unusual interest among the 
students who will look forward to the 
event. 


DISPLAY 





ANKER-KAUFSTATTE, Speyer/ 
Rhein, Germany, by Fritz Pahlke 
(right) —Portable typewriters are 
almost standard equipment for the 
college student nowadays and even 
high schoolers are learning earlier 
every year. This is an ideal time 
to capitalize upon this as part of 
your back-to-school efforts. The 
photo blow-up of the typewriter at 
work on the back wall holds atten- 
tion while the suspended white let- 
ters against the dark background 
proclaim “You type right on a 
Referent or Tippa typewriter.” 
Shown below, of course, are the 
models of the two brands with 
prominent prices. 





SCHOOL SUPPLIES 


KAUFHOF, Wurzburg, Germany, by Erich Pischel (right) 
—School supplies needn’t be presented in your windows 
in the typical haphazard fashion and yet a large amount 
can be displayed effectively in a little space. Group the 
items in interesting arrangements in front of a thematic 
background such as the drawing of students at desks and 
the large pen and pencil. Smaller items should be on 
taMer stands for easy examination. Even by showing a 
limited selection you can establish your store as head- 
quarters for school supplies. 


KAUFHOF, Frankfurt/Main, Germany, 
by Heinz Richter (right)—Here is an- 
other tricky typewriter display that was 
sure to attract attention from anyone, 
whether interested in the item or not. 
Typewriters attached to black felt-covered 
discs are suspended by steel wire along 
with a comical figure holding another 
typewriter as he steps through a tear in 
the false back wall and through a hoop. 
Typewriters and cases are shown atop 
clear plastic pedestals. The result is a 
very light and airy display of heavy, 
bulky merchandise—no display to be 
tackled by an amateur. 
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KAUFHOF, Wurzburg, Germany, by Erich 
Pischel (/eft)—-Two mannequins with open 
books in their hands have burst through the 
pages of the enormous book. The books are 
stacked in uniform stacks in two rows across 
the front of the window with one copy of 
each propped for examination of the cover. 
This is a variation of a theme used quite 
often in Germany. In other cases characters 
of children’s books step from the open pages. 


BOOKS 


BARNES & NOBLE, INC., New York City, by Jerome Schwartz 
right and below)—Located as it is near New York University in 
downtown Manhattan, this bookstore keeps its displays atune to 
the needs of this select clientele as well as the bargain hunters 
from all over town. Realizing that students as well as the tra- 
ditional New Yorkers are always in a hurry, Mr. Schwartz employs 
eye-catchers that provide instantaneous magnetism such as large 
cut-out letters, geometrical shapes and bright contrasting colors. 
At right is a tasteful subdued setting that simply points out 
savings in encyclopedias. Directly below, a display of suspended 


non-fiction books are in contrast to multi-colored paper ornaments 


also suspended. The bottom display employs designs with string 


to convey the feeling of engineering books. 





WONDERFUL NEW 
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xsGAGE 


ALMACENES EL AGUILA, Bar- 
celona, Spain, by Erhard Wagner 
(right)—-Arches cut out of hard 
board transcend the pyramids of 
luggage. A train composed of var- 
ious pieces of luggage travels across 
the top of the trestle. The sign says 
“Good Trip.” This is a simple yet 
effective display of this difficult 
merchandise. 





JELMOLI, Zurich, Switzerland, by 
Hans Erhardt (right)—The hustle 
and bustle of every form of trans- 
portation lumped into one display 
montage has been created in this 
aa travel display featuring luggage and 
G8 > ¥e585K0-wear. Blow-ups of old line 
drawings of motor cars, flying ma- 





chines, locomotives and _ boats 
achieve a mystic realism as_ the 
action mannequins amble among 
them. Once again we praise the 
skill of Mr. Erhardt in being able 
to turn a mannequin’s back to us 
without making us feel snubbed. 
Note the clever inclusion of travel 
accessories in the windows of the 
coach at center of top photo. 
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The Complete Wardrobe. . . 


e Three large panels in contrasting colors are 
supported by expansion poles in zig-zag 
fashion. 

On center panel is drawing of younger child 
just old enough to start to school. A pair of 
shorts are tacked to the drawing. 

Panel at one side has a formal dress-up suit 
pinned to it; the other, the casual sports out- 
fit for wear to school. 

Other apparel items and accessories are ar- 
ranged on the floor in front. 

This can be used in an open front window 
with the same drawings repeated on the back 
of the panels, which can be of translucen! 
plastic as well as usual materials. 





On the Way to School... 


e Two of the children pause on their way to 
paint “Back to School” on the fence. Other 
children linger, watching and playing other 
games of procrastination. 

e Trees and foliage can hang above the fence. 


e Do something different to make the fence 
more than the ordinary, such as paint it with 
sticky mucilage and throw flocking, glitter 
or even sawdust at it in irregular patterns— 
anything to make it more than just a typical 
plain white fence. 
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Ink Blots Everywhere! 


e@ Cover the white back wall with simulated ink blots — not 
too large. 

e Cut some larger ones from plywood and paint them black 
and varnish them. 

e Attach pipe legs to these and use them as displayers holding 
school supplies and accessories. 
Suspend many smaller items from the ceiling throughout 
the window. 





DISPLAY WORLD 





Anyone for Geometry? 


e Geometrical drawings and problems fill the back and 
side walls. 

e Various geometrical shapes are made from plywood or 
formed on lathe and used as displayers for merchandise 
after a couple coats of paint, stain or varnish. 

This would be particularly effective with apparel for 
high school and college boys. 








Do It Yourself! 


e Cut out strings of school boys or girls from heavy paper 
or light cardboard and use across window backgrounds, 
attached to fixtures, encircling columns, as hanging gar- 
land in appropriate departments, and many other clever 
places. They can be as fancy or as simple as you wish. 
Single cutout children can be suspended in windows 
and interior. 

Make some huge cutouts from plywood or other mate- 
rials and string them across the facade of the building. 


Extra Ideas... 


e Make huge sorority and fraternity Greek letters and have 
your college-bound mannequins lounge en and about them. 
Anyway You Spell eR If you have a long open-front window. build a long fence 
and suspend your child mannequins along it as if walking 
e Using various type faces, spell out “Back to School” in blocks on a large it to school. 
background panel. Create the John-loves-Mary scene by having a fellow carving 
@ Make some blocks solid color and put simple child-like drawings in others. a heart on a tree as the girl stands nearby. 
e@ Use large blocks with letters on them as displayers in the window. Use background-size blow-ups of photos of familiar scenes 
e You can really go wild with this one by cutting out the letters on the no nearby schools elementary through college - and 
panel and coupling a flasher unit to lights behind each letter. display apparel and supplies according to each segment in 
front of them. 
Employ young male mannequins to pump up deflated foot- 
balls with tire pumps. 
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One of the most impressive features of the Fur Salon, (left), located 
adjacent to the Better Dresses and Millinery departments on the second 
floor, is this bronze grille enclosed vault. 


How Lourie’s Solved 
Expansion Problem 





Three-story building 

at new location in Col- 
umbia, 5. C. was pur- 
chased and modernized 
inside and out 


By CHARLES S. TELCHIN 
Telchin & Campanella 
New York City 


Ee OF THE most attractively designed and efficiently planned 
men’s and women’s apparel stores in the South was recently opened by 
Lourie’s of Columbia, S. C. Opening of the new store marked 
another milestone in the history of this progressive and solidly estab- 
lished business. 

Further expansion in the store formerly occupied was impossible. 
A large increase in sales volume and the necessity for heavier inven- 
tories had created a serious space problem for several years. Fortun- 
ately, the problem was solved when the firm was able to purchase the 
three-story and basement building now occupied at 1601-03 Main 
street. 


The British Brevitt Shop, (left), featuring the store’s exclusive line of 

ladies’ imported shoes and handbags, is distinguished by its cantilevered 

canopy and the signature executed in white letters against a marbleized 

wallpaper background. It is one of the most popular attractions on the 
first floor. 


First floor plan, (below), shows areas allecated to men’s and women’s 
apparel and to each merchandise classification. 
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DISPLAY WORLD 




















An outmoded facade was redesigned to reflect the store image. 
The first and second floors, with approximately 30,000 square feet, 
were modernized and new custom-designed fixtures installed through- 
out, this transforming these areas into a modern, efficient “machine” 
for selling. A study of the accompanying plan will indicate how the 
first floor was designed to encourage impulse buying and aid related 
selling. Presently, the basement is utilized for such necessary service 
Reserve stock rooms 
This floor can 


facilities as receiving, shipping and marking. 
and alteration facilities are located on the third floor. 
be converted to additional selling space should future expansion be 
required. 


EXTERIOR DESIGN 


Six large show windows, surrounded by precast polished terrazzo, 
In addition, the 
spacious, deeply recessed entrance vestibule is flanked by large 


adorn the handsome modern designed new facade. 


Above a canopy at the second floor level, the 
windowless upper facade is distinguished by 16 vertical module 


display areas. 


panels of beige colored stucco. Each panel is enclosed with 
aluminum fins. The outer frame, running across the top and down 
each side, is in a contrasting mocca color. The old adjacent brick 
wall, painted beige, matches the color of the central stuccoed areas. 
further design interest is created by the store’s signature in vertical, 
stainless steel channel letters, mounted on a beige porcelain enamel 
background. A sign is located at each corner otf the new facade to 
attract attention of traffic approaching the store from either 
direction. 
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This Better Dresses, Suits and Coats department (above left) is 

distinguished by its oval design. White, gold and blue were tastefully 

blended into a striking decor. The introduction of sofas, chairs and 

tables of contemporary design create a casual living room feeling. 
This is the focal point of the second floor layout. 


A small section of the Cosmetics and Perfume department is shown 

in this illustration (top right). A sense of femininity is imparted by 

the wall covering of simulated limed-white silk; the delicate design 

of the pendant lighting unit; sit-down stools and carpeted floor. The 

show cases are a combination of walnut, black Formica and the same 
material used for the walls. 


View from center of the second floor (second row left) is toward the 

vval Better Dresses, Suits and Coats departments as seen in the back- 

ground. The wide aisle is flanked by the Millinery and Budget 
Dresses departments. 


Close up of the Cambridge Shop, which is devoted to students and 
young men is seen in photo (second row right). It is strategically 
located adjacent to the Men’s Clothing department, and merchandised 
with “Traditional”-styled apparel. It has been favorably accepted, 
and is contributing a good share to the store’s sales volume. 


FIRST FLOOR LAYOUT 


The first floor is divided into nine departmental merchandise 
areas. Each department is provided with an adjacent reserve stock 
room. 

(Please turn to page 50) 





Dramatic Glimpses 


of Manhattan 


Photos courtes#-of 
Jayrod Studies=iInc.., 
New York Cit¥ 


HEN YOU HEAR of a displayman using a staplée-gun 
as an attention-getting prop for a $35,000 necklace or a simple 
cutout of a mummy case to promote “well preserved” fur egats, 
you can safely guess that it happened on or near New Yerk’s 
famed Fifth Avenue, where display’s challenge to be daring-and 
different, yet fundamentally sound, was born. Displaymen are 
obviously stretching their budgets until the first fall push — but 
that doesn’t mean any lack of ideas that even you can adapt 
to suit your particular store and merchandise. 





TIFFANY, by Gene Moore (top left, opposite page) —— A $35,200 
necklace of graduated brilliant-cut diamonds and ruby pear-shaped 
pendants kept company with a Bostitch stapling tacker against a back- 
ground of hundreds of colorful torn pieces of construction paper in- 
dividually stapled to the back wall. The staples protruded slightly to 
reveal their shape. A matching dinner ring at $7,500 is at the left of the 
necklace and a single upright staple between the gun and necklace (not 
visible in this photo) is the focal point of the window. 


LORD & TAYLOR, by Paul Vogler ( bottom left, opposite page ) 


—"“To keep your furs well preserved ... Fur Storage said the 
sign matter of factly, but the scene added the typical L & T twist that 
made the display certain to attract everyone, even those not interested in 
the full length sable coat on the shoulders of the “well preserved” 
mannequin tightly swathed from head to foot in white silk and lying in 
a Egyptian mummy case made from wood and painted in gray tones with 
gold trim. 


HENRI BENDEL, by An- 
thony Ballatore (top) —— A 
white Venetian gondola in red 
and white provided the setting 
for beachwear in navy, white or 
combinations of the two. Wicker 
baskets filled with artificial 
grapes and peaches were tucked 
under the striped paper canopy. 
Copy said: “Down to the Sea 
in Shapes, etc, etc.” 


STERNS, by David Dunay 


(right) — Nursery rhymes 
served as the springboard for 
a series of white sale windows. 
Here we have the “old woman 
who lived in a shoe” with her 
“so many children” painted on 
a white sheet as the backdrop. 
Blackbirds baked in a pie and 
other such familiar jingles made 
the tie-in for the adjacent three 
windows. 
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B. ALTMAN, by Anton Heller (right center, opposite page) — 
A mounted black-and-white blow-up of an admiring gentleman sets the 
pace for this black and white promotion for “Junior petites 511” and 
under” (The sign saying this, not shown at right, is tacked to the 
window frame). Dummy figures wearing the dresses are spotlighted, the 
black bases almost invisible. Large full-blown pink roses are at two of 
the waistlines. 


SAKS FIFTH AVENUE, by Henry Callahan (bottom right. 


opposule page) — Miniature lights in the center of plastic rosebuds 
gradually dimmed and then flowed to full brightness in the center of the 
black floor. Above, a suspended figure in a pink chiffon dress held a 
corsage of pink roses in her gloved left hand. A concealed fan kept 
the chiffon in slight motion. In the series of six windows the roses 
corresponded to the colors of other featured chiffon dresses. Sign read: 
“S.F.A.’s romantic luminairies . . . drifting on the air of a summer night.” 





HE WRITER was recently asked to 


visit this department store where | met the 
new owner, and president Mitchel Easton, 
and his display manager, Tom Pasqua. 

| found that the new owners had already 
an overall remodelling job and 
request was for a set of building 
it was obviously a very old struc- 
had been 
made over the past 00 or more years. 


commenced 
my first 
plans as 
ture where numerous changes 
The blueprints were of no value as they 
dated back over 20 years. Tom Pasqua and 
myself spent four hours with a 100-foot tape 
in making an accurate scale outline of the 
second floor, the one involved. (1 make this 
comment, as it 1s that the horse 
always be placed in front of the cart and, 
the first step in any remodelling job, 1s to 
secure an accurate building or floor plan.) 
This makes it possible to lay out the 
entire remodelling job tn accurate scale so 


essential 


the various changes and installation of any 
firmed up before the 
local contractors are put to 


new fixtures can be 
carpenters and 
work 

If you contracted with a good architect to 


build a $35,000 house and then a great num- 


Modern Store Planning 





By JIM KILEY 





Proposed fixture layout for second floor of 
Muzzy Bros., Bristol, Conn., including casual 


cottons, lingerie and foundation departments. 








ber ot changes were made as the job got 
underway, you might find out that before 
the house was completed its final cost would 
jump many thousands of dollars. This 
applies to a store remodelling job, especially 
in an old building where old wiring, struc- 
tural changes made over the years, etc., have 
to be contended with. 

Naturally, when a new merchant takes 
over an old long-established retail business 
he wishes to remodel and get into business 
at the earliest possible moment. However, 
it is false economy and poor planning, to 
hire carpenters and commence ripping out 
sections and building new fixtures without a 
definite over-all scale departmental block 
plan. 


SECOND FLOOR ANNEX 


This is a good case in point: When I ar- 
rived the (H) hang rod wall fixtures were 
already completed but no overall fixture 
floor lay-out had been made. Once again, 
we measured the area and this plan lists 
measurements. 

Mr. Eaton 
the following 


proposes to use this area for 
departments; a corset or 


foundation shop, a lingerie and a rear 
casual cotton shop. 

My scale rule reveals that these depart- 
ments will have the following number of 
square feet and as it is impossible to push 
out sustaining walls, these figures represent 
the total areas available: Cotton Dresses— 
665 square teet; Lingerie Department—684 
square feet; and Corset Shop—657 square 
feet, including the 16 by 17 foot work room. 

Total area involved is 1,987 square feet. 
These figures, of course, include the neces- 
sary adequate width aisles. 

The (H) hang rod wall fixtures built on 
the job are very attractive and functional as 
they were designed so they can be changed 
to accommodate other merchandise, if and 
when required. 

(FD) This shaded area immediately at 
the entrance from the stairway leading up 
from the street floor is a very attractively 
designed feature display base on which a 
smart mannequin can be installed complete 
with seasonal decorations. 

All the counters and show cases indicated 
on this plan are on-hand units that are to be 
remodeled as required and repainted. 
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DISPLAY WORLD 





Adequate customer traffic aisles are most 
important and the ones indicated by the 
following code letters were all carefully em- 
bodied in this scale lay out to assure a free 
flow of customer traffic throughout the en- 
tire area; (A) (B) (C) (D) (E) (F) (G) 
(H) (I) and (J). 

At a recent store planning clinic I con- 
ducted, one of the most frequent faults I ob- 
served in all the layouts I was given by 
retail merchants to study and pass comments 
on was over crowding. 

Unless you start with an accurate scale 
plan of the area involved that spots the 
exact location of all columns, etc., it is im- 
possible to estimate how many counters, floor 
racks, etc., you can install and still provide 
the necessary areas for customer traffic 
aisles. 

When we check the size of a departmental 
area we measure to the middle of the aisle 


that divides off the adjacent department to 
the side walls involved. 

In this case, you will notice that there 
are four supporting columns to contend with 
and | always try to come up with a layout 
in which they are left free standing. 

If you build permanent wrap-around col- 
umn enclosures it will require the services 
of a wrecking crew to make any seasonal or 
other departmental changes, if and when 
required. 

In this case, you will notice that three of 
the columns are free standing with one in 
the middle of a three counter bank of (E) 
counters in the lingerie dept. The shaded 
section indicates how a removable insert or 
shim can be installed. 

The four columns can be used for seasonal 
decorations to dress up the floor. 

(R-4 ) and (R-6 are all floor racks that 
will be purchased and the indicated 4-foot 


width provided on this plan is used to spot 
double faced racks. 

In so many cases, | have heard a mer- 
chant say: “I propose to put a few racks in 
this section of the floor and then on check- 
ing the plan it was soon found that there was 
not sufficient room for them.” 

Note the two rear corner fitting rooms 
that are already installed along with the 
new location for the air condition unit. 


LINGERIE DEPARTMENT 

Note the shaded walk-in cash-and-wrap 
unit; I understand this will be brought in 
from another store and it was purposely 
located in this rear center location. 

(E) These are all (on-hand) 30 inches 
wide by 6 feet in length counters equipped 
with pull out drawers. 

(B) These are also on-hand counters with 
sliding doors. 

(Please turn to page 56) 








Pe oa A ARE EO QO Se A NO Se ee 





ee 


J 


| | | 





/7/RROR 


. F/7TTI/(G ROOATS 


A - 





bea 

















A 
a 
A 
va 
. 
A 
1 
A 
7 
"4 
a 
A 
A 
A 
A 
A 
A 


| 


ie. 





2 RNS i SE RE CR 














PROPOSED FIXTURE PLAN 
- oR 
MUZZY BROS DEPARTMENT STORE 


—BRISTOL CONN 
SECOND FLOOR 


CORSET SHOP 








CASUAL COTTON DRESSES 
& LInGeRi oe : 
scarce Jn = 1:0. 


PEGBOARD =——= 




















clo 77T0NWs 














ee 





a "yh 


e— 5 —priq——_2__pig— a 
| LINGERIE DEPAR TOTEM T 


<' 





4g? FE 
i F 
































SSA SA.SA SR GAGACSA GAUL CREE ERERT 





£_ je 


Ss 


b wh. 














2) 





C: } +738 | 
ss 4:6- | a-s | 2-6 | 5-3" 


FOUYNDAS/SOWN SHOP 


<_< PP 





a 





7 


\ 


A Fs 


eS hg su77RES Ss 


Ph 
Pk me 38 EE hee aff: 


La 

















Mes «>, 


2 3 <4 
S/7T7T/N&GS 


>» 


| ROOsTS 

















 ——— 








r | 
| | 


e— £FOLOI/NG DOOR. 


f 


CARPET TH/S AREA 
—— se OE 











os T C89 ee 








fon tal = 


L—_i— 





RE G/S TE: we 


OW WAND ‘RENODELED SHOW rey 





“ pc 


WORK mance 











a i ee 








pS, OH, EU mG 


Ww | OW 











~~ L 


| w 








PALABEEEREET AEBEELE 














w |] 








~. 





ee 
= 








a 


35-0" 


35S 











Silas agian ae 


ere 17- oo 








JULY, 179617 





An unexplored and frequently 


neglected area of display is .. . 


By ALEX KAUFMAN 
Displaycraft 
New York City 


VIRTUALLY unexplored area of 
display is the windows on the upper floors 
of most buildings. In many cases these 
windows belong to firms that do not have 
ground floor display windows and must rely 
entirely upon these displays or a sign sus- 
pended over the sidewalk to attract the 
attention of passersby. (This is particularly 
true of travel agencies to whom this article 
was originally directed in ASTA Travel 
News.) 

Likewise many stores can add the impact 
of their story windows to that of 
their other displays to increase the effective- 
ness of their overall display promotion pro- 
gram. Even third through sixth floor win- 
dows can often be utilized successfully. 

Whether your store or firm has an entire 
array of windows extending above a well 
traveled street or just one window of aver- 
age size, the space can be used to great 
advantage if only it is properly handled, 
with a full appreciation of the limitations 
that such display areas automatically impose. 

Window space on the second and third 
floors is normally within the vision of the 
average passerby who, from the street, can 
still distinguish the major details of a dis- 
play or some other sort of simplified sales 
As a consequence, almost all large 
sized window displays or posters supplied by 
national manufacturers are particularly well 
adapted for such use, under normal condi- 
tions 


second 


message. 


DIFFERENT VISION 

However, it is important to install them 
correctly for maximum vision and effective- 
Bear in mind, for example, that the 
angle of vision as seen from the street to 
the second and third floors is entirely differ- 
ent trom that of a street level window. 
Consequently it is essential to provide some 
sort of arrangement that will compensate 
for this difference. One such method is 
shown in Fig. 5 which shows how display 
boards can be suspended by means of wires 
(represented by the dotted lines) fastened 


ness, 


— “Upstairs” firms can achieve complete iden- 
tity and indicate prominately their location 
against the entire facade of a building, as 
shown in Fig. 1 . . . Where the law will not 
permit the identification on the outside of 
the building, a continuing message or dis- 
play can be run throughout the entire window 
area as in Fig. 2 
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Many retail stores and manufacturers 


Secon 


Stor 


as well as travel agencies ignore the 


potential of their second floor windows 


as displays that will compensate for 


Windows 


the angle of vision...as explained here 


to the upper parts of the window frame and 
ceiling. By shortening or lengthening the 
ceiling wire the angle of the display board 
may easily be changed to suit conditions. 

Another method of achieving this same 
effect is shown in Fig. 4 and demonstrates 
the way in which an angular window base 
frame may be constructed to hold display 
material. 

The most ideal method, I believe, is to 
have a shadow box style window “con- 
tainer” constructed with the proper lighting 
fixtures built right in. This unit should be 
made so it can be easily moved, either by 
mounting it on casters (as shown in Fig. 3) 
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or by hinging it to the windows so that 
displays can be easily changed. 


DEAD SPACE 


One word of warning — bear in mind that 
up to 12 inches from the base of your win- 
dows is “dead space.” It cannot be seen 
from the street. Therefore all display ma- 
terial should be located above this area. In 
addition, don't forget that for the average 
windows, displays of the vertical type must 
be used instead of the horizontal. 

In determining the themes and material 
you plan to use in such windows, the most 
ideal way, in most cases, is, of course, to 
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—Window space on the second and third floors is normally within the vision of the average passersby who, from the street, can still distinguish 


the major details of a display or some other sort of simplified sales message 


. . - However, it is important to install display units correctly for 


maximum vision and effectiveness, as these illustrations above show ... Fig. 3 is drawing of a shadow box on casters and tilted back upon which 
poster or display is mounted .. . Fig. 4 shows a display on top of a permanent angular base the proper height above the window sill, at least 12 


inches . . 


design your own displays. Inasmuch as up- 
stairs window space varies considerably it 
is usually pretty difficult to achieve a pertect 
match or continuity of design with the 
miscellaneous standard display materials 
that are available. 

Here are a few essentials on how to de- 
sign such displays that might prove helpful: 

The motif, scene or background of each 
must be fairly large and easily recognizable 
if you are to achieve the eye-catching quali- 
ties that are essential to its success. 

Stay away from small additional motifs or 
groups of any sort that might confuse the 
central theme and be unrecognizable from 
the street. 

Don’t clutter the display with a lot of 
copy. The less you use, the more effective 
your message will be, and the more space 
you will have to display your main theme in 
a strong, readable fashion. 


From the street your message in this type 
of display must be identifiable for the 
thought it is intended to convey — quickly 
and easily—not a hodge-podge of small 
units that give the appearance of a vegetable 
counter. 


Drape or line the back and sides of the 
shadow box with a solid colored material — 
preferably using dark shades of red, blue or 
green—and change them frequently. The 
store or firm which has several windows 
could create perfect continuity that would 
appear as one unit on a building facade 
when all the window boxes appear with the 
same background shades — for example, red 
for one type of promotion and green for 
another. 


FRONTAL DISPLAY 


A further idea would be to run a con- 
tinuing message or display throughout the 
entire window front area as the travel 
agency did in Fig. 2. This can be achieved 
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with or without the aforementioned shadow 
boxes. 

In order to achieve complete identity and 
indicate prominently the location of the 
upper-floor-only firm against the entire 
facade of the building, it is of extreme im- 
portance to have a uniform front that follows 
through from window to window without the 
distraction of incidental odds and ends. In 
some of the older buildings where the laws 
permit, this can be supported by “outside” 
help, i.e., signs, sign strips or plain color 
motifs that will supplement the firm’s win- 
dow space and “package” the whole as a 
unit (See Fig. 1). 


In some areas, particularly when the firm’s 
windows are in competition with other busi- 
ness on similar levels —neon lights, elec- 
trical animation of displays, etc., are highly 
useful in making your windows different 
from those used by neighboring commercial 
enterprises. In buildings where such out- 
side displays are not allowed, similar effects 
can be achieved by curtailing them a bit and 
placing them indoors. 


Raising our sights to floors above the 
third, many of the display techniques men- 
tioned before are just as applicable. The 
principal difference lies in the fact that 
usually the standard display units provided 
by manufacturers cannot be used. Instead, 
in these instances, it is better to stick to the 
more permanent type display, increasing its 
size and boldness in proportion to the num- 
ber of floors above street level. 


Another point: If there is lettering across 
the window, or neon signs occupying the 
center section of it, displays should not be 
exhibited behind them. This will only give 
a cluttered look to your facade and achieve 
nothing. 


GENERAL VIEWS 


Again I point out Always bear in mind 


. Fig. 5 shows a display suspended by wires that can be adjusted to the proper angle for maximum viewing— 


the angle that your window is viewed from 
the street and the loss of dimension ap- 
pearance. It is not important to have third 
dimensional displays in upper display areas. 
The effect of dimension disappears with dis- 
tance — in this case the height. 


Of course, the foregoing suggestions are 
presented in general terms and are based 
upon my personal observation of displays 
used by such firms as Kayser-Roth directly 
opposite Lord and Taylor’s on New York 
City’s famed Fifth Avenue. This firm’s 
hosiery and lingerie displays compete favor- 
ably for the attentions of passersby along 
this street famous for its ground-level dis- 
plays. It could very well happen in your 
city with very little expense and effort. 





Rear-Projection Cabinets 
Title of Kodak Booklet 


Construction of two basic types of rear- 
projection cabinets for exhibit or display use 
is shown in a new pamphlet issued by the 
Sales Service Division, Eastman Kodak 
Company, Rochester 4, N. Y. It contains 
complete diagrams and instructions for 
single-mirror or three-mirror cabinets, both 
of which can provide a maximum 18 by 18- 


inch image area. Ask for Kodak Pamphlet 
No. T-47. 


Fluorescent Sign Lighting 
Described in Booklet 


A new booklet on sign lighting is now 


available from the Westinghouse Electric 
Corporation. The four-page publication tells 
the advantages of lighting signs with fluores- 
cent luminaries, and it describes the equip- 
ment that can be supplied by Westinghouse. 
For a copy of Booklet B-7257, write to the 
Westinghouse Lighting Division, Edgewater 
Park, Cleveland. 
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foreign flavor prevails 


in San Francisco 


By DICK JACHIM 





RIENTAL antique furniture and accessories on 
exhibit at Jackson Furniture ... The French motif carried 
swimwear at the City of Paris . . . A whimsical nautical 
scene catches the shoppers eye to Italian pottery at Gump’s 
... Father's Day gift suggestions fill a series of windows 
at Rhodes ... Actual size sketches on panels portray a new 
series of curtains and draperies at Macy's ... And the 
Italian motif heralds in a new grouping of Italian knits at 
Ranschofts. 


MACY’S, San Francisco, by James 
Stewart (/eft)—Attention was di- 
rected to a new series of curtains 
and draperies by incorporating them 
with actual-size black-lined sketches 
of window scenes, which were on 
white panels along the background. 
To the right, an upholstered chair 
held added merchandise in a flair 
design. A large reader propped at 
the base of the panels carried the 
data in crisp, concise language to 
convey the desired information at 
one glance. It read, “Indian Head 
cotton curtains, draperies and val- 
ances tailored by Vogue.” 





RHODES, Oakland, by Rocky De Liso (top left, opposite page)—The 
coming of “Father’s Day” was emphasized in a series of men’s windows. 
On the back walls, humorous facial image cut-outs of male faces, 
depicting fathers, accented the scenes. This was followed by two panels 
suspended from the ceiling at different heights as a background for the 
merchandise. They were in black finished wood modern designs on a 
white backing. A variety of gift ideas were then grouped among gift 


boxes as well as on full mannequins and forms. 
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JACKSON FURNITURE CO., Oak- 
land, by Don Hummel (right) —The 
beauty of oriental antiques was 
exhibited in a white and off-white 
background and settings to best out- 
line the sensitivity of these designs. 
As a tie-in with San Francisco’s Fes- 
tival, Mr. Hummel created an orien- 
tal sand garden motif. Authentic 
petrified wood placed in the sand at 
intervals highlighted the garden 
mood. White vinyl covered plat- 
forms bordered the garden holding 
different groupings of the antiques. 
Others were placed along the off- 
white walls. 


RANSOHOFF’S, San Francisco, by Milton Keller (top right, opposite 
page)—ltalian knits received an authentic flair to convey that they are 
imports. Red-and-y ite checkered cafe curtains on a brass rod behind 
the fashion along with antique louvered shutters, which also flanked 
both sides, over-sized loafs of Italian bread balanced by the mannequin 
and a red-and-white-checkered pedestal propping the mannequin and 
accessories created a masterpiece in composition in the Italian flavor. 
The textures of the shutters and bread set off the knits, which were in 
combinations of red and white, while the crispness of the cafe curtains 
and pedestal complimented them. 





GUMP’S, San Francisco, by Al 
Proom (/eft)—Italian pottery with 
painted fish patterns received a very 
nautical atmosphere in this promo- 
tion. A white sand-covered floor 
decorated with simulated sea plants 
created a whimsical composition. 
Along the floor and back wall differ- 
ent pieces and patterns of the china 
were displayed in an atmosphere of 
the sea. Fish hooks suspended above 
conveyed the story, which, of course, 
was fishing for these prized pieces 
of china, and tied-in with the cap- 
tion on the reader that read, “Color- 
ful catch.” 





(Please turn to page 48) 








Mrs. Kay Anderson, president of Vari- 
Vue International of New York City, 
discusses matters of moment with 
Leon Goodman, chairman of Leon 
Goodman Displays, London, England, 
and J. Caiden (far right), United 
Kingdom’s advertising manager for 
Coca Cola, at the London headquarters 
of the firm specializing in point-of- 
purchase units, as well as other display 
materials. Leon Goodman will act as 
British distributor for the Vari-Vue 
process. 


Members of the Display Guild of Baltimore par- 
ticipated in the second annual Easter Party for 
the children at the Kernan Home for Crippled 
Children in Baltimore. Heading the committee ee | SS ite . 
was Philip Wasson, display director of Stebbins _ = ea tet ot The success of the special 
Anderson Hardware. Highlight of the afternoon : oH re displays prepared for Lit 
was the entertainment provided by the clowns > fa beet Brothers recent “Cali- 
shown here. They are (left to right): Tom | : | ' fornia Carnival” prompted 
Whittington, former display director and now i aur all around — congratula- 
commercial sales manager of Sears Roebuck & a’ . Pn tions for Lits’ display di- 
Co., North Avenue Store; Randy Irwin, display ie Ht rector, _ Thomas Comer- 
director of Sears Roebuck & Co., Mondawmin ed : pes ie ee ford. From left: Harold 
shopping center, and Russell Graves, display : | ee S. Natkin, executive vice- 
director of Raleigh Haberdasher, Washington, D.C. ; e « president and general mer- 
| : | chandise manager; Com- 
erford; and Samuel J. 
Cohen, promotion direc- 
tor. Crowds flocked to 
the store to see special 
displays featuring Cali- 
fornia influenced fash- 
ions, home furnishings, 
cosmetics and other mer- 


Displaymen of the St. Louis area recently attended a : 
chandise. 


party given by Nu-Era Display and Business Interiors. 
Inc., of that city. Shown at the party are (left photo): Photographs for this page are 
Milton E. Kravitz, Nu-Era Display; Maury Kellman. always welcome, the more in- 
purchasing agent, Stix, Baer & Fuller; and Mr. and formal the better. Address them 
Mrs. Don Zork. Mr. Zork is coordinating displays to Editor, DISPLAY WORLD, 
and interiors of the new River Roads store that SBF Cincinnati 1. 
will open in August. Photo at right shows Harry 
Yedor of American Fixture Co. (left) and Marvin 
Powers, partner of Mr. Kravitz. 











All hands are on 
deck preparing for 
Christmas at H. & 
J. Court, Ltd.. Ham- 
ilton, New Zealand. 
Display Manager J. 
Millar, (left) and 
his staff of five are 
shown working in 
a well equipped art 
section and large 
workshop. 
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NOW! for Darling’s new 


FORMS AND MANNEQUINS CATALOGS! 


Each catalog a buyer's guide to smart, up-to-the-minute 2 J 





display techniques from L. A. Darling — your 







one complete source for 
everything in display and 


merchandising equipment! 


L.A. DARLING COMPANY, Dept. 109DW, Bronson, Michigan 
CD Please send the catalog(s) checked below. 


[_] Appare/ Forms, No. 525 ["] Masc-U-Line Men's Mannequins, No. 440 
L.A.DARLING COMPANY | C7) Spritely Kids Mannequins, No. 485 [] Mayfair Ladies Mannequins, No. 445 
Bronson, Michigan f 


. Name 
NEW YORK CHICAGO LOS ANGELES 


47 W. 34th. St. 222 W. Adams St. 1818 S. Flower St Company 


Address 
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riumph 


recognizes 
importance 
of display 
saturation 


Team of 20 displaymen arrange 800 displays 
of Triumph foundations every month in West 
(German stores .. . Re-use of display materials 
results in lower unit costs and permits provision 


of better grade props and fixtures. 


pie @wett 


NE of the most display-conscious foun- 
dation garment manufacturers in the world 
is the firm of Triumph, with main affices at 
Munich, West Germany. From these offices 
and factories at nearby Heubach/Wurtt. em- 
minate display ideas and materials that have 
enabled the firm to capture a large portion 
of the German market as well as branch into 
other countries throughout Europe and North 
America (offices are maintained in New York 
City and Toronto). 

At present display activities are limited 
primarily to West Germany and a few sur- 
rounding countries, but the goal is for ex- 
pansion. From the display center at Heubach, 
Joachim Piske directs a large permanent crew 
of displaymen upon which the year-round 
success of Triumph’s display program de- 
pends. Each member of the team is respon- 
sible for arranging and installing displays of 
Triumph products in the windows of retailers 
in his assigned area. 

The display center cooperates administra- 
tively with the sales division of the organiza- 
tion not only at the head ofhce, where coor- 
dination is achieved during the designing, 
developing and arranging of displays and 
materials, but in the field, where each of the 
20 area displaymen work in collaboration with 
the corresponding salesman. 

Each area displayman is kept constantly in- 
formed by circulars and correspondence out- 
lining new developments in campaigns and 
display materials. Photos of sample displays 
utilizing the materials are provided. 








SHOW 


SELL 
VUE-MORE 
CHRISTMAS 
TREE 


TURNERS 


YOUR CUSTOMERS 
WILL STOP! LOOK! BUY! 





Six of the sample displays submitted by Triumph’s display center to its 20 traveling displaymen 


are shown here . 
the stores by Volkeswagen bus 
until they become worn out or obsolete .. . 
supplied at no cost. 


His task is to arrange effective special Tri- 
umph displays for retailers, making maximum 
use of the furnished promotional materials as 
well as stuffs, cloths, tulle netting and all the 
small but important materials that comprise 
the best professional displays and create a 
modern and fash:onable image. Each display- 
man transports his materials in a small Volks- 
wagen bus. 

Since there is no charge to the retailer for 
the display installation and the quality of the 
displays is excellent, the display team enjoys a 
wide popularity among retailers and store dis- 
playmen who welcome additional specialized 
and dependable assistance. 

The only stipulation is that all display mate- 
rials must be returned to the area office after 
it is removed from the window. This enables 
the same materials to be utilized in displays 
throughout the area several times before a 
given promotion becomes obsolete. Thus a 
particular display piece that originally cost 
$12 would only cost $2 per display if used 6 
times. Thus the display cost per unit sale 
would be very low and deserving of the initial 
purchase of better grade display materials that 
each store could not afford on its own. 
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.. They are compact and light weight for ease of shipment and for delivery to 
... The materials are used in various stores throughout an area 
All materials, including fabrics, stands and props are 


lf after the material has been used the max- 
imum justifiable times and still is not showing 
wear it is sent to representatives in 
other countries which do not have access to 
the display service as yet. 


sales 


During a particularly active month the dis- 
play team will establish between 800 and 850 
special Triumph displays in West Germany 
This is in addition to displays of Tri- 
umph merchandise arranged by store display- 
men on their own. 


alone. 


There are two special annual promotions 
which are coordinated with nationwide tele- 
vision, newspaper, magazine and direct mail 
advertising in addition to display, which is 
considered of greatest importance. With the 
beginning of each year commences an annual 
display contest with substantial prizes for 
store-employed displaymen who can borrow 
from the display center at Heubach any neces- 
sary materials for his display in addition to 
free posters, placards, slides, materials, printed 
price labels, busts, etc. Every sales represen- 
tative has a list of the display and advertising 
materials available. During one contest in the 
spring of 1959 there were simultaneously more 
than 9000 Triumph displays in West Germany. 





...last year they were 
a complete sellout!! 


Will revolve up to 8 ft. tree 
All metal construction 
Finished in glittering gold 
Available with rotating 
outlet (illustrated) 


Model XT18 — ‘12% 
Model XT18E—‘16* 


(with rotating outlet) 


Write for Catalogs 
'] Christmas Tree Turner 
| Display Turntables 


"| Animation Motors 


vue-more .... 


A Division of Brevel Products 
601 West 26 Street w New Yerk 1, WN. Y. 
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in Chicago windows 


By RICHARD and LOIS DAY 
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MERICAN heritage and tradition seemed to provide 
the underlying theme in Windy City windows. Wieboldt’s, 
Goldblatt Brothers and Carson’s devoted windows to 
Mother’s Day themes, an American innovation. Lytton’s 
went all out with a storewide red, white and blue Amer- 
icana promotion. The nostalgic aura of a country store 
was interpreted by Field’s. Saks Fifth Avenue gave a 
twist by saluting Holland and one of its happiest contri- 
butions to the American scene . . . colorful tulips. 
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WIEBOLDT’S. by Carl James (above) — Lace 


fashions, iron lace furniture, silk screened carnations 
and carnation bouquets were the ingredients of a femi- 
nine fashion display in rose shades and white. Mr. 
James’ background shutters again proved their versa- 
tility, here covered with screened material. A framed 
lithograph mounted on a narrow vertical panel at the 
rear repeated the lace scrolls of fabric and furniture. 
The delicate atmosphere was especially appropriate for 
a Mother’s Day display. 
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CARSON, PIRIE, SCOTT, by Clement Bradley 
(right) Klowery arches of tubbed artificial roses 
framed mannequins wearing gift-suitable robes in this 
setting by Window Display Manager Bill Babcock. Under 
the center arch hung a sign, “Mom’s the Word . . . May 
14th.” A small boy mannequin holding a gift stood hesi- 
tating bashfully. either overwhelmed by the occasion or 
confused as to which mother to present the gift to. 
Several small items were displayed on two occasional 
tables. 


GOLDBLATT BROTHERS, by Jack Boghosse 


(right) A three-dimesional paper background panel 
set the theme for a Mother’s Day gift lingerie display. 
Cutout figures of a Gay Nineties family group were 
placed on a painted park scene. Behind the panel was 
a taffeta swag that extended onto the floor under mer- 
chandise displayed on hanger forms and velvet cushions. 
At the left two mannequins wore lingerie ensembles. 
Dozens of other gift suggestions were displayed on 
shelves framed with a curly hard board cutout reminis- 
cent of Victorian furniture. This window was one of a 
series extending along the store front. 
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HENRY C. LYTTON, by G. C. Bowen 


(top left, opposite page) — For two weeks, 
including Armed Forces Week and through 
Memorial Day, Lytton’s featured a store-wide 
Americana theme. Red, white and blue mer- 
chandise, red carpeting on the store’s main 
floor and red geraniums throughout the store 
and outside the entrances were used to create 
their very successful promotion. In the win- 
dows Bob Busse, window display manager. 
used copepr enamel and wood plaques of 
Revolutionary soldiers flanking an American 
eagle crest against a large battle area map on 
the back wall. Colonial maple furniture and 
clothes forms held men’s wear in red, white 
and blue. 


SAKS-FIFTH AVENUE, by Joe Kreis 
(right) —Among the North Michigan Ave- 
nue displays honoring the Mayor of Amster- 
dam’s visit to Chicago was Saks’ outstanding 
garden scene. An electric fountain circulated 
water over fiberglas rocks which were banked 
with ferns and imported tulips. Tree branch- 
es, moss, stuffed pigeons and a cherubic statue 
made a delightful garden grotto to comple- 
ment the silk dresses displayed. Dress prints 
in red, yellow and white repeated the tulip 
colors. 


MARSHALL FIELD, by 
Virginia Paxson and 
Staff (right) —Field’s own 
archives contributed an an- 
tique brass cash register to 
this country store setting, 
one of two such windows. 
Other authentic props in- 
cluded a James Buchanan 
political poster, pages from 
a ladies’ pattern book of 
the period, a P. T. Barnum 
flyer, various items of mer- 
chandise and a small brass 
scale. Store fixtures were 
made of rough, walnut- 
stained boards. Fastened to 
one of the store’s large bar- 
rels were caption-like signs 
reading, “The country girls 
(and the city girls, too) 
like the charm of the pro- 
vincial print . . .” Fashion 
colors, red, yellow, white 
and black prints, were 
echoed by a hooked rug on 
the floor. 
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ITS ALWAYS MARKET WEEK IN NEW YORK 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 


NOVELTIES, ARTIFICIAL FLOWERS 
& DISPLAY MATERIALS 


For Windows and Interior Store Display 





Corsillo Enterprises, Inc. 


New York Showroom 
150 Fifth Ave. (20th St.), CH 2-1626 


DIRECT IMPORTERS 


Display Novelties, Christmas Decorations, 
Rattan Forms, Artificial Flowers. We sell 
only to Manufacturers and Jobbers. 








MANHATTAN MOTION MANIKINS 
4 W. 16 St. CH 3-4705 


Excitingly Beautiful Fiberglas Plastic 
MANIKINS 


Visit Our Factory-Showroom 





American Fixture Inc. 
Visit our New York Showroom 
11 West 42nd Street Suite 1064, Salmon Tower Bidg. 


beau monde SOUTEERY BELLE mannequins 
and all other display products 


TRIMLok STORE EQUIPMENT 


* L. A. Darling Company 
ae Office and Showrooms 
ax 47 W. 34th St. WI 7-3228 


MANNEQUINS * FORMS * DISPLAY FIXTURES 
VISUAL MERCHANDISING EQUIPMENT 


Metropolitan Mechanical Display Co. 
50 West 22nd St. OR 5-1280 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 





Arts & Flowers Displays, Inc. 
{Air Conditioned) 
43 West 56th St. Cl 7-7610-11-12 
Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Decorative Creation & 

Art Flower Co., Inc. 
13 West 27th St. 
ARTIFICIAL FLOWERS, 


DECORATIONS 
Imported Novelties, Settings 


MU 6-1798 
DISPLAY 


Reedcraft Manufacturing Corp. 
(A. LUTZ Designs) 
100! Bedford Ave., Brooklyn 5, N. Y., NE 8-1514 
REED & RATTAN BASKETS — SPECIALTIES 


Natural and Seasonal Colors. Designed for Christmas 
Selling. Wide variety of Imported Baskets and Novelties. 





Austen Displays, Inc. 
133 West 19th St. WA 4-626! 


Outstanding Display Novelties in Paper, Wood 
end other materials. Facilities for special 
promotions for department and chain stores. 
Interesting imports from Europe and the Orient 


Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 


155 Waverly Pl. WA 4-0412 
DESIGN @® MANUFACTURE 


A PRIME DISPLAY SOURCE 





Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 


MANIKINS 


15 W. 18th Ch 3-3626 


RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Medio 





BONAFIDE 
Display and Decorative Co. 
34 West 38th Street BR 9-1362 


Mfgrs. & importers of Artificial Flowers 
Novelties & Natural Foliages 


Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionally wide range 
of colors as a perfect substitute for felt. 








Butler Paper Co., Inc. 
655 Madison Ave. TE 8-502! 


Headquarters for NEW IDEAS Made of 
Paper and Cardboard 





The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 


Cc i i Cc Display Co. 
293 Seventh Avenue WA 43720 
Manufacturers and Importers of Unusual 


DISPLAY MATERIALS 
FOLIAGE and NOVELTIES 








Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 
ACCESSORIES 


CUT CORNERS WITH CIRCLE 





Colonial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 


Gertrude Cornell 
140 W. 42 St. CH 4-1449 


PERSONAL APPEARANCE COSTUMES 


Easter Bunny and Animal Costumes Specialists 
Santa Claus and Walt Disney Promotional Costumes 








Frankel Associates, Inc. 
56 West 45th Street MU 7-3434 


DISPLAY FABRICS & NOVELTIES 


Exclusive display accessories, decorative 
items and unusual animated units— 
America's most complete Christmas line. 


Los Angeles — Chicago — Detroit 


Royal Tinsel, Inc. 
42 Green St. WO 6-5733 


MFRS. OF TINSEL GARLANDS 


Tarnishproof Silver and Pastel Colors 


Send for Free Color Card 





The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
991 Sixth Ave. CHickering 47165 

MANNEQUINS 


and Promotional Displays 





Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 

OF CREATIVE DISPLAYS 


Largest Showroom in the Country 


Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





David Hamberger, Inc. 

136 West 3ist St. PE 6-0465 
MANUFACTURERS OF DISPLAYS 
Artificial Flowers, Functional Units 
Backgrounds, Novelties 


The Imitation Food Display Co. 
197 Waverly Ave., Brooklyn 5, N. Y. TR 5-1268 
FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 








Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom disploys. 
Your designs or our own, and designed to fit 


ANY BUDGET 


cSo¥u|r yay Ry 
126 lith Ave. WaAtkins 9-2728 


ART, DESIGN & CONSTRUCTION 
for more than 30 years 
Windows — Interiors — Shows 








Jayrod Studios, Inc. 

36 West 25th Street AL 5-4055 
Specialists in Display Photography 
Windows, mannequins, fixtures 
Service of highest quality 





Tero, inc. 


Factory and Showroom 
153 W. 23rd St. CH 2-7344 
Manufacturers of Finest Quality 
MANNEQUINS 





New York — 152 W. 25th St. — CHelsea 3-1550 
Chicago — !! S. Desplaines — DEarborn 2-6818 


MANIKINS — RENTALS — REPAIRS 
Americe's Lergest Menikia Refiaishers 





D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 








Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 
DISPLAY FABRICS & ACCESSORIES 
412-20 N. Orleans St. 
1113 S. Los Angeles 


Chicago 
Los Angeles 





DISPLAYS 
Distributors of Peter Rosa Mannequins 


434 Sixth Ave. AL 43200 
DESIGNERS and MANUFACTURERS 





NEW YORK CITY 


Along the world-famous avenues that flow through the concrete canyons that 
collectively call themselves New York City, you will find impelling window 
displays that tell the world: "This is your display capital!'' And here also you 
will find the center of the world's display industry ready to provide your every 


need. Consult these companies about your display problems, large or small. 
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How-to-do-it feature 


New horizons for display 


By RUSSELL D. SHAW, Display Director 
Dickson & Ives, Orlando, Fla. 


With yesterday’s methods of display obsolete 
it is up to every displayman to continually 
develop new concepts of design capable of 
overcoming the barriers of sales resistance 
... Here are a few new techniques that can 
be adapted for your display at low cost. 


| am thrilled at the prospects of attending 
the world’s greatest display show, in the next 
few days in Chicago. I can already feel the 
cool breeze coming in from Lake Michigan 
and am looking forward with great anticipa- 
tion to the privilege of going through the 
fairvland of displays. 

All the displaymen who will converge upon 
the Windy City during this great event will 
be confronted with a great challenge. As we 
go from one display to another in the various 
showrooms we shall see the creative art in 
multiplied thousands of display items. Time- 
less hours have been spent by a host of de- 
signers and artists creating new designs, allur- 
ing mannequins, scenes of fantasy and modern 
props. These are all provided for you, the 
all-important displayman. But from then on 
the “show” is entirely up to you. It is up to 
you to select, to buy and to create that new 
and different display for that very special 
occasion, Christmas, which is just over the 
horizon. 


The interior and window displays you 
create from the vast resources at your com- 
mand will reveal your training, the craftsman 
and artist, the displayman you really are. The 
results will depend on your keen imagination, 
ingenuity and plain common sense. 


It is doubtful that any other group of people 
in the world today is more beset with the 
problems of perpetual change than is_ the 
display profession. We are keenly aware that 
yesterday’s methods of display are obsolete. 
We must continually develop new concepts of 
design if we are to overcome the barriers of 
sales resistance. 

Consider the changes which have taken 
place in display during the past 25 years. 
Display is becoming of age, is assuming its 
rightful place of importance in the retail field, 
but the vast potential has not yet been tapped. 
Competition is keener; those who rest on past 
laurels will be left behind. In this advancing 
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modern era, with its rockets, space travel and 
astronauts, we are faced with a great chal- 
lenge. We must meet this challenge with new 
concepts in display, take the initiative in 
dreaming up new and different ideas which 
will create the positive desire in the customer 
to buy, for we are “movers of merchandise.” 

In the past, whenever a new technique was 
introduced, there were always some who 
“hung back,” would not try it out until general 
acceptance forced it upon them. But we dis- 
playmen must not be timid about trying out 
new concepts. We must strike out boldly, 
dare to be different. 

Please refer to Figure 1. This portrays a 
new technique I recently developed for display- 
ing bathing suits. You will notice the suits 
are displayed in an entirely different setting, 
in a lush setting of tropical foliage. This 
window was so different from the usual sea- 
side settings, with life savers, white rope, sea 
fans, etc., that it created quite a_ sensation. 
It brought people into the store and resulted 
in more bathing suit sales than at any previous 
period of time in the history of the store. 

One different feature of this window is the 
way the foliage is arranged. We sprayed 
heavy vine green, and stapled on large philo- 
dendron leaves. It runs from the window 
background, through the window and right up 
to the front glass. This idea can be used 
with any type of foliage you purchase, and 
for any season. The foliage can be run 
through the window, around the mannequins, 
and if the rope is strengthened with heavy 
aluminum wire, it could be twisted into differ- 
ent angles and heights, and would remain in 
that position. 

Notice that the suits are displayed on forms 
and not mannequins. The forms are mounted 
on 1%-inch poles, with bases of various 
shapes. Each form was painted to contrast 
with the suit displayed on it. 

These forms can also be used occasionally 
to display dresses in a different way. A heavy 
aluminum wire can be inserted through the 
shoulders, and twisted in various angles to 
display the sleeves in action poses. Wires can 
be inserted through the hips and twisted to 
hold the skirts out as if windblown, etc. 

A different type of prop is shown in Figure 
2. A modernistic panel, painted a_ shade 
darker than the suit on nearest mannequin, is 
placed by each mannequin. One is stapled to 
the window background and the “shadows” 
are painted upon the background. This 1s 
simple, modern and effective. A variation of 
this idea was used for a travel window. Some 
people were so puzzled at the absence of the 
usual travel window props luggage, posters, 
etc. — that they came into the store to inquire 
about it. A theme is good to carry out in a 
display, but, once in awhile, dare to be differ- 
ent. Shock people a little and you will at 
least get them to stop and look. This, by the 
way, was a good selling window. 

Figure 3 may appear to be an ordinary 
Easter millinery window. But the props on 
each side of the window were actually de- 
signed to be an underwater nautical prop. 
When I selected them to go in this window 
my assistant raised her eyebrows, questioning 
my decision. But when they were decorated 
with flowers, they added a different touch to 
the window which we liked very much. 

Start now thinking of new concepts for 


(Please turn to page 56) 
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ORIGINAL! ATTRACTIVE! FUNCTIONAL! 2 5. 
Hundreds of unusual shapesanduses 2. (47 
limited only by your imagination! : 


APPROVED BY AMERICA’S LEADING 


NOW — you can create any type of display in minutes! “Create- 
a-Display” is a self-contained display system with which you can 
develop interior, office, or window display units for modern mer- 
chandising of shoes, hats, apparel, toys, jewelry, housewares, 
accessories . . . anything! 


























Your “‘Create-a-Display’’ can be used and re-used over and over 
again. Easily knocked down, easily and compactly stored, easily 
re-assembled! Light but sturdy! Use it with shelves of glass, ply- 
wood, masonite or homosote. (Typical arrangements illustrated 
at right.) 




















“Create-a-Display” comes in natural wood; makes a most attrac- 
tive display unit. Easily painted if desired. 


“Create-a-Display” up to 9 feet for only £95 


f.o.b. 
Phila 


SINGLE KIT INCLUDES FOR SINGLE KIT 
72 dowels (58’'x 1642"), 40 blocks and 50 balls 
































Accessories 
SHELVES: 6 homosote shelves ('2" thick x 12” x 22’) Only $3.95 


PAINT: 2 cans of quick drying Krylon spray enamel Only $3.69 
(covers the complete single unit) — choice of all standard KRYLON COLORS 
all prices f.o.b. Phila. 


ORDER DIRECT . . » Be among the first 
FROM THIS AD with “Create-a-Display” 


DEALER INQUIRIES INVITED 


DESIGNERS & MANUFACTURERS 
Ss Boe ' NS ee 
112-114 NORTH 9TH STREET, PHILA. 7, PENNA. + WA 2-4953 











NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


NATIONAL ASSOCIATION OF DISPLAY 


INDUSTRIES 
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JUNE MARKET: With our June Market 
less than three weeks away, advance indica- 
tions are that it is slated to be one of the best 
ever staged by the NADI. Much enthusiasm 
is evident for the Breakfast Forum, set for 
lune 26th, based on advance reservations be- 

i@ made. In case you missed previous an- 
rouncements, it will be held during the Market 
at the Conrad Hilton, Boulevard Room. 

Re: the breakfast session, we received some 
nice comments from R. E. Anderson, Minne- 
sota Power Company in Duluth, in a letter to 
NADI president, Edgar E. Moser. Here's 
part of it “A meeting such as you have 
arranged should be appreciated by all in the 
display profession. This I feel is the type of 
thing Market Week has been lacking in — 
Practically all conventions have an informa- 
tive and instructive program, so why not the 
display profession. Thank you for your in- 
terest a 

Our thanks to you, Mr. Anderson, for let- 
We hope that 
at the breakfast and reception 
is such that it will make future sessions a 
must at our Markets. 


ting us have your comments. 
the attendance 


NADI 
MAILING TO MANAGEMENT: The fifth 
in a series of NADI-sponsored direct mail 
slanted at retail management was 
mailed last month. 


folders 
Used was the subscriber 
list of a leading retail magazine. 

\ vote of thanks is due the three display 
directors who contributed photos and capsule 
case history material for the folder, rated as 
attractive and effective in comments received. 

For industry analysts and for researchers of 
the future, here is the copy line: 

Why are some stores shunned by 
shoppers ?...While others 
draw capacity crowds . . 
DISPLAY ... Your least expensive way 
of moving merchandise can produce 25% 
of total dollar volume . 

Capsule case histories from leading display 
directors : 

Shopper curiosity aroused by window dis- 
play, bar accessories dept. increases sales . 
“We aimed for an eye-catching display that 
did just that and brought a considerable 
increase in the number of sales for our Bar 
Accessories Department. Our window fea- 
tured an exclusive line of imported liquor 
label trays and coasters — consistently good 
sellers for some time. We felt the line could 
‘top itself’ with a simple definition of its pop- 
ular features ... the trays are light in weight, 
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easy to handle, come in a variety of shapes 
and colors. The photograph shows our inter- 
pretation. The results indicate clearly the 
impact of display on the merchandising scene.” 
Al Proom, Display Director, GUMP’s, San 
Francisco. 

Dramatic display projects quality fashion 
image, coordinates store’s overall promotional 
theme ... “This is typical of window displays 
which we use to project the store image of 
fashion and quality. We find that a dramatic 
display creates a buying mood, brings custo- 
mers into the store, moves merchandise. This 
window promoted sales and sustained them 
during the period the merchandise was shown. 
Our displays are coordinated with the store's 
overall promotional program; concentrating 
all media of advertising and visual merchan- 
dising for maximum results. We have con- 
tinued this policy over a period of years, add- 
ing new and improved methods and techniques, 
and have been able to stimulate sales as a 
direct result of display efforts.” Frank Foyt, 
Display Director, SAKOWITZ, Houston. 
individualist” windows establish 
new popular department permanently 
“With all this talk about the population ex- 
plosion and the frantic rush to the colleges, 
we decided to romance Teenagers with a 
group of Fashion College Career windows 
based on the Young Individualist Look. We 
played up colorful merchandise and props 
done in the current Avant Garde manner. 
Result? Our recently-opened Young Indi- 
vidualist Shop has become a permanent insti- 
tution. It has the fashionable, lively young 
look of our windows. Both have proved 
extraordinarily popular. What started out as 
just an idea — a one-time shot — has, with 
the help of good display, turned into an all- 
year department, with merchandise changing 
from season to season.” Wilmer Weiss, Dis- 
play Director, FRANKLIN SIMON and 
OPPENHEIM COLLINS, New York City. 


* * * ax 


“Young 


We plan to continue our series of mailings 
during the months ahead. Needed are case 
history contributions from the trade. Your 
assistance would be most welcome. 


— NADI — 
BANK CASE HISTORY: We made “Bank- 
ing magazine in May with a story, “Bank 
Displays Must Sell Ideas.” This is part of a 
continuing series in this publication on the 
subject of display : 
The National Association of Display 
Industries has relayed to BANKING 


the results of an informal survey of suc- 
cessful bank lobby and window displays, 
especially those that promote services. 
We report the first case history here- 
with; others will be covered in coming 
issues. 

Noting that many banks include this 
method in their promotion programs, 
Gabriel M. Valenti, executive director 
of NADI, asserts: “Displays, which 
have done so much to set and maintain 
retail store personality, and to attract 
and persuade at the point-of-sale, can 
do an equivalent job for banks with 
point-of-depositor 
bank services.” 


persuasion to use 


Creating bank windows is a special 
branch of the exhibit builder’s art, says 
Edward Lamprich, display manager of 
First National Bank in St. Louis. 

“Bank windows and displays,’ he 
points out, “differ greatly from most 
other types of merchandising displays 
because banks, generally speaking, have 
only services for sale. This means that 
abstract ideas which are usually sec- 
ondary in displays designated to sell con- 
sumer goods must be dominant in bank 
displays. Thus each window must be 
designed around some central subject as 
thrift, travel, safety, conveniences, or 
prestige, and al! of the elements in the 
window must point up this single theme. 

“For this reason great importance is 
attached to the relative weight and to 
each element in the bank display. Like 
a good newspaper advertisement, an 
ideal window must attain such balance 
that the main theme is immediately 
apparent at one glance.” 

First National’s recent bank-by-mail 
window “which won the Display World 
contest in 1960, for example, contains 
three principal elements; a realistic mail 
box, a giant bank by-mail envelope and 
cutout cartoon figures on an _ endless 
belt moving toward the mail box with 
bank-by-mail deposits. 


The total effect was to stress the 
ease and convenience of banking by 
mail. And, of course, the cartoon folks 
are depicted as being relaxed and happy 
about the whole thing! 

The bank-by-mail story is of increas- 
ing importance to banks of all sizes in 
these times of urban decentralization 
and traffic congestion. Displays of this 
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type help increase the volume of de- 

posits received by mail and reduce bank 

lobby traffic. 

This results in greater deposit volume 

and helps banks retain customers they 

might not otherwise be able to keep on 

their books. 

— NADI — 
CIVIL WAR ITEMS: As a supplier refer- | 
| ence point for the industry, we have had 
| inquiries for items for Civil War Centennial 
| displays. Two excellent resources are: Park | 
| Lane Fabrics, 45 East 30th St.. New York | 
City 16, and Resident Display, Inc., 155 
Waverly Place, New York City 14. 
— NADI— 

NEW MEMBER: We welcome into the | 
NADI: L & S Products, Inc., Coldwater, | 
Mich. They manufacture metal display equip- | 
ment. Heading the firm is Erich O. Schwen- | 
gel. You'll get to meet him in Chicago where | 
the firm will be part of the NADI exhibitor | 
roster. | 








— NADI — | 
SPRING IN EUROPE: A post card and | 
a letter were received from the Everett Quin- | 
trells from bella Roma. It was la dolce vita | 
for them for three weeks. London, Paris | 
(with the crisis on), the Riviera, Rome and |F ge 
Naples were on the itinerary. They won the | 
Alitalia trip to Rome given during the Decem- | 

ber Market. 


THE TOP SOURCE | COMING UP! 


National Sewing Month July 1-31 


National Safe Boating Week July 2-8 
National Play Tennis Week July 3-9 


AE 
| *Independence Day July 4 IF Oo T a E 2 p Oo L a 

National Cherry Festival July 12-14 | 
NEW DISPLAY National Farm Safety Week July 23-29 | CAN DO SO MANY 
9 Coast Guard Day Aug. 4 | THINGS SO WELL! 

American Home Lighting | 

j Fixture Month ) _. Sept. 1-30 | 

pd American Wool Month Sept. 1-30 | 


_ Child Foot Health Month Sept. 1-30 | 
Whether you need additional lights | National Child Safety Week . Sept. 6-13 | 
' : National Popcorn Farmers Day Sept. 9 | 
to come from top, side or just National Sweater Week .. Sept. 18-24 | 

about anywhere...LUSTRA National Interior Design 
has the bright ideas in lighting | Month Sept. 18-Oct. 18 | 
...like the versatile screw-in | Kiwanis Kids Day : Sept. 23 | 
ewe _ National Tie Week Sept. 23-30 | 

or twist-on SWIVELITES 

| National Sunday School 
...LUSTRA COLORBEAMS... | Week iy oem: s 
BEAMSPOTS...and more _ National Slacks Week.......... Sept. 24-29 
from a fabulous array of ee Dog Week 7 ..... Sept. 24-30 | 
special purpose fixtures, ational Employ Physically | 
“s we P e ies Handicapped Week . ... Oct, 1-7 | 
SMPS BNC SCCESSONES. National Letter Writing Week..... Oct. 1-7 | 
Your LUSTRA MAN National Pharmacy Week ... Oct. 1-7 
will help you develop Cheese Festival Oct. 1-31 
your own bright ideas in ; Housewares Festival | woe: 
lighting. You'll find it a Great x Let’s Go Hunting Month... Oct. 1-31 NO OTHER POLE 
: , Nati 1 Interi E xteri S SO BEAUTIFULLY FINISHED IN ANODIZED 
Idea to do business with 7 oa itn = er | p Bn ly pn ce AND UNCONDITION. 
LUSTRA: A lighting s ecialist Design Week ; Oct. 5-12 ALLY GUARANTEED FOR A LIFETIME OF SERVICE! 

A Hgnting Sp (DISPLAY WORLD will be glad to fur- | 

to help you—One Source— nish the name and address of any spon- DON'T BE MISLED BY FALSE CLAIMS 
One Shipment—One Simple sors of the above-mentioned events. Many DEMAND THE “KEY POLE LABEL! 
Way to better lighting ; of them make available free posters or other 
where or when you need it. display material as well as ideas for dis- snitinainen iinet 


a plays tying in with the occasion. Simply |] creative promoTIONS OF CALIFORNIA, INCORPORATED 
4 address your request to the Editor, DIS- 3820 GROVE STREET, OAKLAND 9%, CALIFORNIA 


, PLAY WORLD, Cincinnati 1. 
CORPORATION *These observances of a national nature do ||empire nsbntat maanennunnene co... Inc. 
OF AMERICA not have specific sponsoring organizations |}*5 “&S' 24th STREET. NEW YORK 1. N. Y¥. 


: supplying promotional materials; however, || weire cor. YOUR FREE BROCHURE OF IDEAS! 
32-33 47th Avenue, Long Island City 1,N. Y. | joca) groups can usually be contacted. 
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for back-to-school 


By ROGER D. ANDERSON 


ATTRACTION GIMMICK—By utiliz- 
ing a couple of world globes, as 
sketched, an excellent attraction prop 
can be made to tie-in with school 
clothes. The globe is placed on a metal 
rod with a “mortar board” placed on 
top and a bow at the bottom. On the 
face are pasted paper cutouts of eyes, 
nose and mouth. 











“BACK TO THE BLACKBOARD” — Suggested copy for any 
college or school clothing display. A blackboard on an easel 
creates the atmosphere desired with the sign boldly scrawled on 
the board in chalk. Merchandise is arranged in a forward group 
to one side. Odd articles such as a graduation cap and gown 
also help as effects. 


“COLLEGE BOWL” — A tie-in with the General Electric TV 
program. A ledge is built to fit across the window from behind 
which stand four forms showing college suits. Hanging from the 
ceiling is a scoreboard presenting a top score for these suits. On 
the ledge are the words “College Bowl” with several cards stating 
questions such as: “Which suit has the strongest wearing fabrics?” 
“What style are varsity men wearing this year?” On cards at- 
tached to the suits are the answers to the questions on the ledge. 
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COLLEGE BAND—Mannequins of college boy size hold various aye ota 
musical instruments to represent a dance band. The sign is 
painted on the bass drum and other props are arranged into the age 

ics 








display, such as a few music sheets. If the window is sufficiently 
large, any number of figures can be used. 
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INSTITUTIONAL DISPLAYS — Col- 
lect a few photographs of your local 
college, its crest, a model of the build- 
ings, cups and any other interesting 
items together with a short history of 
the school and you'll have a window 
display not one member from that col- 
lege will pass up. Layout can be any 
which way but do not forget the cloth- 
ing apparel from the selling depart- 
ments. If space is available, present 
a different school in each window. 


CLASSROOM ARRANGEMENT — A 
borrowed desk, globe, books and possi- 
bly a chair all add up to a classroom 
atmosphere. Merchandise is grouped 
in front as well as the odd coat draped 
from pegs on the background. Themes 
such as this can be further developed 
in many different ways and original 
layouts. 


BRICKS AND IV Y—Secure an amount 
of red building bricks and erect a 
pyramid near the background. Use a 
6 by 6-inch length of timber through 
the center on which to print the copy. 
Entwining in and out of the bricks 
should be green ivy creepers. At vari- 
ous spots on the brick heaps arrange 
small groups of merchandise. 
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Your budget dollar 
definitely will buy 
more for Christmas 
at 


Decorative 
Plant corp. 


136 West 24 St., N.Y.C., N.Y. 








YOUR DISPLAYS 


WITH LOT AL OTA 




















and for your 


ANIMATED DISPLAYS 


SERIES FB 
Enclosed Helical 


gear motor—low 


: H 
cost quiet opera- é : 
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Write for deails. 


[] VUE-MORE TURNTABLES 
- BREVEL MOTORS 
YUE-MORE CORPORATION 


of BREVEL PROD Ts 


601 WEST 26th STREET . '» La ke) | eee, ee 


foreign flavor prevails in San Francisco 
(Continued from page 33) 





CITY OF PARIS, San Francisco, by Elmer Diehl (above)—In keeping with 
the French connotation whenever possible in presenting their merchandise, a 
nautical and travel kiosk and tri-color balloons readily identified the store and 


conveyed its image for chicness in the French flair. 


The kiosk served as a 


background for this swimwear promotion, and the balloons served to present 


some of the merchandise and accessories in a floating manner. 


Swimsuit forms 


— three-quarter length — were the main displayers. 











Stensgaard Wins Awards 
For Point-of-Purchase Displays 

W. L. Stensgaard and Associates, Inc., 
Chicago, won seven merit awards in various 
point-of-purchase categories of the 19th An- 
nual Awards Contest of the Chicago Feder- 
ated Advertising Club. These were for dis- 
plays designed and produced by Stensgaard 
during 1960 for Lenox China (two), Fehr’s 
Beer (two), Munsingwear, Sears Roebuck 
Co. and the U. S. Savings and Loan League. 
Appropriate certificates were awarded at 
the CFAC banquet on May 18 to both Stens- 
gaard and the aforementioned advertisers. 


New Liquid Plastic 
Makes Realistic Icicles 

A new, crystal-clear liquid plastic, which 
forms realistic, sparkling icicles when ap- 
plied to tree branches. wreathes, garlands 


and other objects, has been developed by 
Adhesive Products Corporation, 1660 Boone 
Ave., New York City 60. Designated ADCO 
Liquid Icicle Dip, the new material air-dries 
to form an ice-like surface which will not 
support combustion. ADCO Liquid Icicle 
Dip is available in one-and five-gallon cans, 
as well as in 55-gallon drums. 


Ornamental Metals 
Catalogue Offered 


A 32-page catalogue of ornamental metal 
products manufactured by Tennessee Fabri- 
cating Company is available for the asking. 
Primarily for the home, the products include 
furniture, planters, house and yard markers, 
weathervanes, hitching posts, outdoor lamps, 
mailbox stands and many other accessories 
that may have applications in displays. Ask 
for catalogue No. 1988. The address is 
1490 Grimes St., Memphis, Tenn. 
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Browder Displays Has fields. In October, 1960, five separate Craftint 
Stock Booth Designs plants were moved into a new plant at 18501 

Euclid Ave. to permit expansion of manufac- 
turing activities. 


An illustrated brochure describes the many 
stock exhibit booth designs available from 
Browder Displays, Inc., 614 South College J. H. Everetts Dies: 


St., Charlotte, N. C. In addition to the porta- 
tt see eee” Past-President of IADM 

ble, light-weight booths, the firm describes its - 7 - 69 of 412 W 
other services that cover the gamut of display ee si oa ae . ‘ 1 F of ve 
from custom fixturing for stores to ballroom th st, : arene ity, ns s led Of a stroke 
decorations. Write for your copy at a nursing home in that city recently. He 

: . was employed by the National Equipment 
Corp. of that city in recent years and formerly | 
, operated his own display business there. : De . 
New Ad Agency The high point of his long career in display | 

The Craftint Manufacturing Co. announced was his election as president of the now de- “a Gi 
] h 


recently that it has appointed Carr Liggett funct International Association of Display 


Advertising, Inc. of Cleveland to handle its Men. 
advertising. Craftint, which is Cleveland based He was born in Indiana and lived in Kansas y 
with sales offices in New York and Chicago, City for the past 15 years. He had also lived y sok ai 
manufactures and distributes a complete line in Davenport, Iowa, and Peoria, IIl. ; 


of graphic arts materials used by displaymen He will be missed by his many friends and 
as well as many others in commercial art business associates. 


CE O\SPLAY ALRAVE \.Z65 by Gag Ti a oe 
ies Fi DISPLAY MAN : 
Bomn in Loca oH ey agg ee ute G st J MB rcs ing 2 
JOINED THE J.C. PENNEY CO IN 933. | = ce Rice , P3 menctang srt 

AS A DISPLAY MAN UNTIL 1939. bis ‘= 35'S 


M NISH 
LOoEB‘'S OF LAFAYETTE,/ND- i ANNEQUIN FI 
\ANA AS DISPLAY MANAGER | i Neath ee | ee ck % it CRUISE 
--. FoR FIVE YEARS Sie a 7. alee a - 
SCHULTZ ‘S OF EVANSVILLE, 
INDIANA FOR TEN YEAR= 
SALMS ALSO OF EVANSYILLE 
For FIVE YEARS. 
NoinE® BERGNER’S 
MARCH IGEO AS DISPLAY 
DIRECTO®, DESIGNED 
AND COMPLETELY PIXT- 
UREP THREE STORES. 
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Craftint Appoints 

















DISPLAY DIRECTOR 
BER@GNERS DEPT. 
STORE 
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MARRIED, WiFES NAME oy ; Seg . = | 


is HELEN. HAS TWO SONS, ws 


Bos JR,, A SopHOMeRE Ar ~ a 2 “ ” 
INDIANA UNIVERSITY ANP “Ef \ / WITH SARGENT “PUSH- POWER 


VERRY DEAN, FRESHMAN | ( \ £ 
<a> : 2 ' 


Beauty Attracts! .. . and you'll be at- 
tracted to the versatility of the broad, 
new range of ‘“‘Decorator Colors”’ now 
available for use on most materials and 
textures. Still the quality leader. 


TRAININ AND RACING | ; : 
enntanatetbtanes HORSES. | at display jobbers everywhere 


HOLD OWNER ANP TRAINERS | manufactured by 
LICENSES IN FouR STATES, | THE SARGENT-GERKE CO. 
| Indianapolis, Indiana 
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REVOLVING 4 COLOR 
WHEEL 


Quality Gilt Finish 


U.L. Approval on unit 
Heavy metal construction 
Full four color lens 
NEW flexible shaft drive 
On and off switch 
12-page, 1961 Christmas 
catalog available 
JOBBER INQUIRIES INVITED 
MADE IN OUR CHICAGO FACTORY 


Decoration 








Wesbitt INDUSTRIES, INC 


1823 N. MILWAUKEE AVE... CHICAGO 47, iLL 
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DISPLAY 
ASSEMBLY! 
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Here's the perfect all-cround fastener for assem- 
bling knock-down displays, window dressing, etc. 

. Knobby Twist Pins! Sturdy corkscrew design 
inserts easily, holds corrugated, paper, ribbon, 
fabrics firmly. Clear plastic head is neat but 
practically invisible. Easily ‘‘unscrewed’’ for reuse. 


with a : 
Twist" 





Choose Any Length Quantity 


1-99M 
100M-249M 
250M-499M 
500M -999M 
1,000,000 up 4.86/M ‘ 


2% 10 days, net 30 
FOB Attieboro, Mass. 











SAMPLES! 


Dept. DW, North Main Street 
Attleboro, Mass. 


Knobby Kra 
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HOW LOURIE’S SOLVED 
EXPANSION PROBLEM 


(Continued from page 25) 


Nearly 75 per cent of the first floor area is 
devoted to men’s apparel. Immediately to the 
r.ght of the entrance is an attractive display 
of men’s shirts and ties on self-selection units, 
located in front of seven wall cases devoted 
entirely to white and colored dress shirts in a 
wide range of fabrics. 

Facing this area, across a wide aisle, is an 
island unit, half of which is used for men’s 
jewelry, toiletries and other related merchan- 
dise. The other half of the unit is utilized 
for ladies’ accessories. Adjacent to this area 
is the Men’s Sportswear Department. The 
clothing cases can be easily converted into 
shelving space for furnishings, if needed. In 
the center of the floor are a series of self- 
selection units devoted to sport shirts and al- 
lied furnishings, thus related selling is made 
possible. Then follows the Men’s Shoe De- 
partment, which was designed to emphasize 
the store's well known Florsheim line. An 
interesting feature of the department is a large 
open display wall unit facing the fitting area, 
which is surrounded by forward stock. Three 
slanting shelves provide ample space for dis- 
playing 42 different style numbers. The mer- 
chandise is illuminated from the top by fluo- 
rescent tubes concealed above a _ Plexiglas 
panel, and by lights underneath each shelf. 
The department occupies a strategic location 
next to the elevator, and is open to traffic on 
all sides. 

A 4,800-square foot area at the rear of the 
first floor is utilized for the Men’s Clothing 
Department, the “Cambridge Shop” (featur- 
ing students and young men’s apparel), and 
for the Men’s Hat Department. 


area of the Men’s Clothing 
Department, 2,960 square feet, is the largest 
in the store. Hanging space is provided by 
11 two-tier revolving wall-case units. In ad- 
dition, there are 24-single-rod floor units, six 
of which are equipped with revolving-racks. 
Slacks are displayed on three revolving-type 


The selling 


Seven perimeter wall cases, 
four of which can be seen 
in the background, are 


devoted to men’s. dress 
shirts. 


a large reserve stock room. 


Behind the cases is 


The open display units 


promote impulse buying 
and self-selection is en- 
couraged. The random- 
width walnut-panelled cur- 
tain wall and cut-out let- 
ters, making up the sign, 


add a masculine note. 


units and on two 10-foot long, three-tier, 
custom-designed fixtures with pull-out trays. 
Shadowless illumination is accomplished by 
means of a combination of incandescent and 
fluorescent units. Two wide aisles, leading 
from the front of the store, afford an inviting 
open entrance to the department. Customers 
may also enter this area by a side entrance, 
which is flanked by a large display window. 


FIRST FLOOR LADIES’ 
DEPARTMENTS 


The Cosmetics and Perfume “Shop,” im- 
mediately to the left of the entrance, has an 
irresistible appeal. A sense of femininity is 
created by the vinyl plastic wall covering of 
simulated limed-white silk; delicate design of 
the pendant lighting fixtures; sit-down stools ; 
carpeted floor, and by the combination of rich 
walnut, black Formica and pure white inter- 
iors that make up the custom-designed fixtures. 

Adjacent to this area is the “British 
3revitt” Shop, featuring the store’s exclusive 
line of imported shoes and handbags. The 
merchandise is attractively displayed on self- 
selection floor units and on open glass shelves 
against a beige wall background. The Shop’s 
signature is executed in white brush-stroke 
letters against a marbleized wallpaper panel 
at the top of the display. Varied accessories, 
such as costume jewelry, gloves, hosiery, etc., 
are located in an adjacent island unit facing 
this department. 

Then follows the Ladies’ Shoe Department, 
one of the largest in Columbia. The forward 
area is utilized exclusively for fitting. Framed 
display units of unusual design are inter- 
spersed along the pastel-blue wall background. 
Regular stock is located in an adjacent per- 
imeter room. A stairway provides easy access 
to reserve stock rooms in the basement. 

In front of the Shoe Department are a 
series of self-selection units where handbags, 
shoes and other accessories are displayed. 

The forward area of the first floor is 
covered with an egg-crate luminous plastic 
hung ceiling, which serves a functional as well 
as a decorative purpose. Natural walnut was 
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selected for the woodwork throughout this 
area, which blends well with the decor. The 
overall design creates a favorable impression 
and the layout promotes efficient selling. 


SECOND FLOOR DESIGN 


The second floor selling area, devoted ex- 
clusively to women’s apparel, was designed 
and planned to afford the utmost in shopping 
convenience; to provide maximum exposure 
of all merchandise with ample opportunity for 
self-selection. Also to offer an attractive, 
pleasing atmosphere. The floor can be easily 
reached by a centrally located elevator, or by 
an adjacent stairway from the first floor. 


The selling area on this floor is divided 
into seven distinctively designed departments, 
as follows: Bridal and Fur Salons; Better 
Dresses, Suits and Coats; Budget Dresses; 
Millinery; Lingerie; Sportswear. In addition, 
there is a large, well equipped Beauty Salon 
staffed with an ample number of beauticians to 
render prompt and courteous service. Adja- 
cent to each department are large stock rooms 
and fitting areas, convenient to customers and 
salespeople. In addition, the store’s execu- 
tive ofhces, Credit Department and other 
service facilities are located on this floor. 


Focal point of the second floor is the 40-foot 
diameter, circular “shop” devoted to Better 
Dresses, Suits and Coats. An intimate at- 
mosphere is created by the design; maximum 
display space is afforde1 and a colorful and 
tastefully blended decor provides a handsome 
setting for the merchandise. Comfortable up- 
holstered furniture, Formica-topped tables 
and smoking stands are included. Here the 
customers may relax. 


Equally careful consideration and study was 
given to the design and decor of every other 
departmental area in an effort to create an 
appropriate setting that would enhance the 
merchandise in the eyes of the store’s custom- 
Cts. 

Air conditioning is provided for the comfort 
of the shopping public. A powder room and 
men’s and ladies’ rest rooms are conveniently 
located on the second floor. 


The kundreds of compliments received by 
the Gwners are indicative of the public’s fav- 
oralLle acceptance of this fine new store. 


Glastint Belongs 
To Solarex Corp. 

Solarex Corp. has become sole owner of 
Glastint, a trademarked glass coating that 
is applied to windows and doors by means 
of gravity flow. With Eliminex, their own 
newly developed chemical additive, the dam- 
aging infra-red and ultra-violet rays of the 
sun can be greatly controlled. GLASTINT 
helps to reduce the fading of fabrics as much 
as 97.8 per cent, it is claimed. Glare that is 
caused by direct contact of the sun on glass, 
can be reduced as much as 92.6 per cent, 
according to color used, the firm reports. 
Excess heat is absorbed by the new chemical 
arresters in Eliminex, it is claimed. Glas- 
tint is made in six, light transparent shades; 
three deep glare tones, and three translucent 
Frosties. Further information regarding 
your specific problems can be furnished by 
writing to Solarex Corp.., 6301 N. Seventh 
St., Phoenix 14, Ariz. 
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No. 600— 
500 Ib. capacity 2 R.P.M. 
Max. Disc diameter, 4 ft. 


No. 500— 


200 ib. capacity, 3 R.P.M. 
Max. Disc diameter, 3 ft. 


No. 100— 


30 ib. copacity, 
4R8.P.M. Max. 
Disc diameter, 11 


No. 50VT— 

50 Ib. capacity, 

3 R.P.M. Max. 

Disc diameter, 3 ft. 


Displays in Motion attract more eyes— 
are most effective sales tools— 
this is an established fact. 


MOTIONDISER® TURNTABLES ARE 

YOUR BEST CHOICE! 

Moving displays are surprisingly easy to set up 

with Motiondisers®. Each unit is of rugged, heavy duty 
construction with base mounting facilities (they 
become an integral part of the total display—without 
complications) in addition to the usual top disc 
mounting feature. Motiondisers are available in a wide 
range of capacities—all powered by Merkle-Korff 

75 |b. capacity, Gearmotors—nationally famous for long life 

48.P.M. Mox. and quiet operation. 


Disc diameter, 2 ft. 
ALMOST ANY KIND OF ACTION AVAILABLE 


Stop action, horizontal or vertical motion and 
combination third-dimensional motions using cams, etc. 
are illustrated and described for you in the Sketchbook. 


it’s UP TO You! 


Write us today—there’s no obligation. We'll send you 
the MK Sketchbook free and a copy of Bulletin 2025A 
together with a price list and order blank. Your 
satisfaction is assured by our 50 years of success in 
Merkle-Korff Motiondiser® Turntables. They are 
approved by more major retail chains and display 
manufacturers than any other turntable. 


Write for your copy now. 


No. 75— 











221 North Morgan Street, Chicago 7, Illinois 














Max Schachter Company 
SERVING THE NORTHWEST 


Representatives throughout the Northwest 


9400 S. E. Powell Bivd., Portland, Ore. 
Max Schachter Co. 5822 Flamingo Drive, Boise, Idaho 


@ Finer Mannequin Repairs 
@ Sales and Rentals of Mannequins 
@ Fixtures and Store Planning 


@ FREE PICK UP AND DELIVERY 

















Mannequin 


WIGS 


No Measurements Necessary! 


Write for 
New Wig 
Brochure 


Mannequin Repairs . . . Rentals 


RECONDITIONED 
MANNEQUINS 


LADIES... CHILDREN'S... MEN 
Hundreds to choose from... COMPLETELY 
REFINISHED ... LOCK ABSOLUTELY 
NEW! 


A terrific money saver! 


Creators €e 
Manufacturers 
of Sales 
Producing 
DSOES 
ixtures 


} SCREENS +- DIVIDERS 
MAGNETIC LETTERS 
CHANDELIERS 
EASELS 
hi FLOWER CARTS 
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~~ CENTERPIECES 
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FERROCRAFT 

DISPLAY JOBBER 
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MORGANFIELD, KENTUCKY 
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SPECIALISTS IN WROUGHT IRON AND 
WIRE DISPLAYS IN COLORS AND. BRASS FINISHES 
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THE VISUAL ARTS TODAY 


Edited by Gyorgy Kepes 
Published by Wesleyan University Press, 
Middletown, Conn. 
Price: $6.00 

While the word “display” does not appear 
in the book, its readers will find there is 
much here that will benefit the displayman, 
particularly from the theoretical standpoint. 
Those who believe that display is an artform 
that should not be vilified by being put to 
the task of selling merchandise are verbally 
chastised. Those who subdue their artistic 
expression behind the excuse that neither 
management nor the customers will under- 
stand it are equally castigated. Among the 
contributors who does these two chores ad- 
mirably is Paul and Ann Rand in his selec- 
tion entitled: “Advertisement: Ad 
or Ad Hominem ?” 


Vivum 


In this volume more than 50 outstanding 
minds discuss their views of today’s art, its 
bases and meanings, and its relations to the 
complexities of modern life. 

Aiter the Introduction by Gyorgy Kepes, 
formerly at the Institute of Design in Chi- 
cago and now Professor of Visual Design 
at M.I.T., there appear seven articles con- 
cerned with the background of the visual 
arts today: their social setting, their his- 
torical continuity, their psychological roots, 
and their physical setting. Then follows a 
group of selected statements concerned with 
motivations, goals and methods by more 
than a score of artists. These are accom- 
panied by a set of visual documents by the 
artists cited. The newer medial of the arts 
are discussed in the next six essays, dealing 
primarily with advertising art and motion pic- 
tures. Then four contributors write on the 
relations between science and art, while the 
last group of four deal with the interpreta- 
tion of artistic values. 

Here, then, is an assessment of the visual 
arts today, in words and pictures, by great 
precursors and shapers and by more recent 
creators and critics: all of them authorita- 
tive. The book is a handsome volume with 
very legible type and adequately illustrated. 
This is not to be confused with the usual 
art picture-book, 


RETAIL ADVERTISING 
SALES PROMOTION 
VOLUME III 
Compiled by the Editorial Staff, the 
National Research Bureau, Inc. 
415 N. Dearborn St. 
Chicago 10, Ill. 
Price: $16.95 

The price, more than anything, keeps us 
from recommending this publication, al- 
though it is really not high, considering the 
amount of work necessary to compile such a 
large volume. The loose leaf binder alone is 
worth a couple dollars. However, the 428 
pages contain material either of little use 
whatsoever to a displayman or you will 
probably have read more condensed ver- 


sions of the same material in other publi- 
cations, such as DISPLAY WORLD, Ad- 


AND 
MANUAL, 


Display Bookshelf — 


vertising Age, Spot Advertising Require- 
ments, all of which can be ordered for about 
the cost of this one book and be far more 
valuable. 

Under the heading “Displays that Sell” 
are several pages of display idea sketches 
for various seasons and events, most of 
which have been used before but are, never- 
theless, useful. 

The one person who could probably get his 
money’s worth out of the manual would be 
one who handles advertising, display, pub- 
licity and sales promotion for a smaller 
store. 


SUPERMARKETING 


By Frank J. Charvat 
Published by The Macmillan Company 
60 Fifth Ave. 
New York City 1] 
Price: $6.95 

Although the supermarket is a relatively 
new entity on the merchandising scene, many 
of its ideas have been revolutionary. In 
fact, there are many people today who feel 
that today’s supermarket will be tomorrow’s 
department store at least from the self- 
selection self-service standpoint. Whether 
this is true or not waits to be seen. But if 
you are of this opinion, you had better bone- 
up on supermarket merchandising techniques 
concerning display and promotion. This 
book that covers all phases of supermarket 
development, operation and influence as well 
as a glimpse at the future may be a worth- 
while investment. 


ART ARCHIVES 


Compiled by Harry Bidelow Coffin 
Published by The Butler Clinic 
West Washington Way 
Mendota, Ill. 
Price: $5 

More than 500 line illustrations repre- 
senting historic periods and events, activi- 
ties, persons and places for unrestricted re- 
production in your displays are contained in 
this spiral-bound 64-page book. Illustrations 
are printed on one side only so that they can 
be clipped from the page, if necessary, and 
placed on your enlarger for projection or 
photo blow-up to any size for a window 
background, decorative screen or panel. The 
scenes and figures range from Venus de 
Milo to the Civil War. They include many 
sculptures of all periods, etchings of Presi- 
dents, ancient costumes, household imple- 
ments in limitless variety. 


CREATING WITH PAPER 


By Pauline Johnson 
Published by University of Washington Press 
Seattle 5, Wash. 
Price: $6.95 

We have mentioned this book a couple 
times before, but we repeat it again as result 
of numerous requests. There is no doubt 
that this is the best manual on paper folding 
designs available today. It contains a world 
of display prop ideas that are easy to con- 
struct and couldn’t be less expensive. Our 
enthusiasm goes so far as to wish Miss 
Johnson, who is professor of Art Education 
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at the University of Washington, would pre- 
pare another book going a little farther in 
this art medium. The first book has been 
recently revised. 


PAPER FOLDING 
FOR BEGINNERS 


By William D. Murray and Francis J. Rigney 
Published by Dover Publications, Inc., 
180 Varick St., 
New York City 14 
Price: $1 
In case you don’t know, the kids are 

crazy about origami. This is the traditional 
Japanese art of paper-folding. The beautiful 
designs and objects made of folded sheets of 
paper play an important role in some Jap- 
anese rituals and origami toys are favorites 
among Japanese school children. Aside from 
this, displaymen sometimes like to put paper 
figures in their windows. About 43 simple 
designs ranging from airplanes to wind- 
mills, with many birds in the middle, are 
contained in the paper-bound 95-page volume. 
It was originally published by the firm under 
the title, Fun With Paper Folding. 
Mythical Figure 
Has Versatility 

The Shiva, a figure of mythological origin, 
has been successfully converted by David 
Hamberger, Inc., 136 W. 3lst St.. New York 
City, into an interesting and practical dis- 
play unit. The piece, manufactured basically 
of paper mache, is an original creation of 
the firm’s staff of designers and sculptors. 
It is colorfully dressed in fabric, metallic 
braids and a sparkling assortment of jewels. 

Valuable as an all-year-’round display 
item, window and interior, it is not only 
attractive because of its uniqueness, but has 
been successfully used to display pocket- 
books, shoes, jewelry, fabric, ties, etc. The 
full color front cover of the June DISPLAY 
WORLD very vividly showed its application 
to the field of optical sales promotion. 


New Tero Figures 
For Sportswear 


The Natural American group, a newly- 
sculptured line of six younger-looking, truly 
natural mannequins, is being introduced by 
Tero, Inc., 153 W. 23 St., New York City 11. 
Especially designed for displaying sports- 
wear and outdoor clothing, these manne- 
gins show the full natural anatomy of the 
feminine shoulder line, under-arm area, but- 
tocks, ribs and knees. Commenting on these 
newest figures, Tero’s president, Claudio 
Carano, said, “We anticipate that the Na- 
tural American group will gain acceptance 
among display directors who recognize the 
selling appeal these younger-looking manne- 
quins possess.” 


Trans-World Appoints 
New Vice-President 


Jerome D. Kramer, president of Trans- 
World Display Corporation of New York, 
has announced that William P. Cronin has 
joined his salesforce as a vice president. 
Mr. Cronin was formerly with Sweeney 
Lithograph Company and Forbes Lithograph 
Manufacturing Company. The appointment 
is effective immediately. 
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Put YOUR story head 


and shoulders above 





the rest with 


POLECATS 


Cash in where there’s no competition! 
Let tall, slim and handsome POLE- 
CATS carry your message aloft where 
it will be in full view of the customer 
the whole time he is in the store... 
drawing him inevitably to your mer- 
chandise display below. 


A single POLECAT can reach any 
ceiling from 8442 feet to 19 feet. It’s a 
shining 12 inch spring-loaded alumi- 
num column, unbroken by holes or 
joints. It’s strong as an ox, but light 
as a feather and all in one piece. 
It requires no fastening to floor or 
ceiling and stores in no space at all. 


Write for free brochure 
to the sole distributor. . . 


BREWSTER, Inc. 


Dept. D-7, Lyme, Conn. 
Patent . 
Applied For Phone GEneral 4-7423 




















david hamberger, inc., presents 


. . @ figure with an unlimited number of year-round 
display uses, jewelry, ties, fabric, eyeglasses, shoes, etc. 
as seen on the cover of Display World, June Market 
pot issue. 


Pe eee 


1PW121 Shiva Half-round papier mache figure is self-standing on 
Height wooden base. It is painted gold and dressed in silver 
and gold lahme and decorated with an assortment of 
jewels. $49.50 Complete. 

Prompt Delivery 


da vid hamberger, inc. 136 WEST 31st STREET 


NEW YORK 1, N.Y. 
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LET ME 
PUT SUNSHINE 

IN YOUR 

@ . WINDOW WITH 


WIGS 
FROM 
MIAMI! 


Send for 
Styles and Prices 


OF MIAMI 
6710 N. W. 32nd AVE. 











It's New! 
It's Sensational! 


BURLON Pre-Paste BURLAP 


Finest Wallcovering 
8 Decorator Colors 
Just Wet and Hang 


A Bonded Super Quality 
Burlap Laminated to 
Paper 37 In. Wide 


Exclusive Franchises Being Arranged 


MANUFACTURED BY: 


VAN ARDEN FABRICS MERS. 
9N. MOORE ST. © NEW YORK 13, N. Y. 




















DISPLAY TURNTABLES | 


° All Stee! | 
ALL SIZES — Large or Small | 
Write for free illustrated foider | 


e Heavy Duty 





AMER-STAGE EQUIPMENT 


805 E. 134 ST.. Bronx $4. N. Y. | 





WHEN WRITING TO OUR ADVERTISERS 
PLEASE MENTION DISPLAY WORLD 
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Editors Comment 


(Continued from page 6) 


for instance, to gather ideas for back-to-school 
promotional activities. Those in attendance 
should be warned of the subject a weeK in advance 
so as to collect some thoughts together. 


With the object being controlled spon- 
taneity, everyone is encouraged to suggest ideas 
in all areas rather than only the one in which 
he is directly involved. You all Know indi- 
viduals who just can't accept suggestions, even 
when offered in the most sincere and cordial way. 
The brainstorming session removes this person- 
ality block, as everyone is making suggestions 
to the blackboard--not to each other. 


A secretary transcribes the list as it 
grows on the blackboard and sends a copy to every 
participant upon adjournment. It is then up to 
each individual to sift out the practical ideas 
and make the most use of them. 


There was never a moment in retail sales 
promotion when there was more of a need for 
original ideas than today. Perhaps the brain- 
storming session will be the key to unlock them. 


As in the past, our September and October 
issues will be devoted primarily to Christmas 
editorial material. To assist us in providing 
comprehensive pictorial coverage of your 1960 
Christmas window, interior and exterior displays, 
we urge you to send us photos and information 
promptly for consideration in those two issues. 
Your contributions together with what our staff 
has gathered together during the past year should 
make these issues of tremendous value as a source 
of ideas and materials. We should also 1ike to 
have a large selection of color transparencies 
(horizontal subjects, 4 by 5 inches, only) from 
which to choose the front covers for these 
issues. Please mail by July 15. 


We regret that illness has forced Raymond 
Massey, our New York City correspondent, to 
relinquish that position. His competent suc- 
cessor will be announced in the next issue. We 
wish Mr. Massey a rapid return to good health. 


Cordially yours, 


Fes se. 
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Keminiscing f yow you 


Lester Clark joined Hens & Kelly as dis- | CAN DRIVE A, 
play manager, replacing Charles Leach, re- | ¢ 


signed. 


| " f 
A group of Washington d:splaymen formed | y CROWN d - = 
a local club and elected the following officers: | 8 Ba. : 
| s f ee, 


W. Arthur Gray, Lansburgh & Brother, presi- 
dent; James Styles, Hecht Company, vice- 
president; Joseph McCann, S. Kann Sons 
Company, treasurer, and O. D. Grimes, The 
Palais Royal, secretary. 

Eighty members of the Chicago Display 
Club met to hear an address by R. R. Cun- 
ningham, LaSalle Extension university on 
“Selling the Idea.” During the evening it was | / = 
announced that the club’s membership had / \. 
reached the total of 178. i ; 

! 


Hal Carleton resigned as display manager 
for S. H. Kress Company, New York City. 


W. J. Tepper resigned as display manager ) 
for Jacoby’s, Los Angeles, to join the Franklin | ® A N S * - TAC % it 
Outfitting Company of the same city. | ; 
JULY, 1951 | 


Attendance representing more than 1100 | This new HANSEN TACKER drives a 4" WRITE today for complete Hansen Tacker 
stores was recorded at Display Market Week f ‘ ~ Catalog _. _ §ilustrates this great line. 
held at Chicago by the National Association of | crown staple in four lengths from %e”" to %”. 
Display Industries July 8-12. The 89 exhibit- 


ing firms expressed diverse opinions concern- | Sturdily built and weighing only ln bs., it A. & HANSEN MFG. CO. 


ing the amount of buying done by the visitors, | will assure extra support for displays, fabrics 5041 Ravenswood Avenue 
with least expensive | lines : obviously getting and other uses. Chicago 40, Illinois 
the most attention. Earl W. Gasthoff was re- 

elected president of NADI along with other 

ofhcers and board members. At a _ cocktail 

party the evening of July 8, Miss Duane 

Gallistel of the Three Sisters display depart- 

ment was crowned “Display Queen.” About 

1,000 attended the NADI-sponsored party. 


W. G. Mudge, Armstrong Clothing Com- | This Fabulous Fascinating New Lighted 


pany, Cedar Rapids, lowa, and E. N. 
Sandifer of the Tenk Hardware Company, . e 
Quincy, Ill, were announced as first prize | AQUA DISPLAY with 1001 Sparkling uses 
winners in the Let’s Play Ball display contest 
sponsored by Sporting Goods Dealer. | ot 
Elected president of the New Orleans Dis- 
play Club was Henry “Buddy” Austin, New 
Orleans Public Service. Attending the meet- 
ing were 35 members. 


Corsillo Opens 
Eastern Office 

Corsillo Enterprises, Inc., Hollywood, 
Calif., has opened a new eastern sales office 
at 150 Fifth Ave., New York City 11, accord- 
ing to an announcement by G. R. “Bud” 
Bolton, vice-president. H. Y. Yueh is in 
charge of this office, assisted by Robert 
Grayson, salesman. Corsillo is a direct im- 
porter of polyethylene flowers, fruits and 
foliage, trim-a-tree decorations, as well as 
rattan figures, mannequin forms, seasonal 
display novelties and party favors. 


Dan Dee Appointed 
Slacrac Distributor 

Fleishman Industries, manufacturers of 
Slacrac, the new rack for displaying men’s 


and boys’ trousers, has appointed Dann Dee ‘ . lite bins = . 264 


Display Fixtures, 131 S. Wacker Dr., Chicago 


4 
6, as their midwest representative. The fixture | NTAIN W 40 pn S$ 
), as their midwest representative ie fixture FOU a ‘ | est t t. 


can be seen at the firm’s showroom or a rep- 


resentative will be glad to provide a demon- Y (0 = - ) 4 y k 18 
. 8 , - eee | ew Tor 
Stration at your store. : 
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COLORS \ Catching 
Lal 
Bulkton Displays 


Attention DISPLAY MEN 





BRING OUT THE BEST 
IN YOUR WORK 


USE "The Quality Line" 
For Your Backgrounds 


Insist On Bulktou 
107 In. Wide SEAMLESS Paper 


> 


FASHION-RITE 
COLORS 


Available in 


Write for 
Free Celer Cerd 
© INSPECT your DELIVERIES — + Doa't Accept « Sebstitute 


Don't Be Switched xsi: 


SUPPL tc 


*) me Wea 1el] Bea Leleltian: 


SY A RELIABLE SOURCE 


JOBBER INQUIRIES INVITED 


BULKLEY DUNTON & CO., INC. 


WHITE MICA 


FIREPROOF . . . REALISTIC 
SPARKLES LIKE Real SNOW 
Available in 50 Ib. Bags 


U.S. MICA COMPANY, INC. 


26 SIXTH FOREST PARK, 
peameaies eauhe. ttrcinois 


ee 


‘tmeearocoeares 
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151 WEST 18th STREET, . YORK Il, 


18 MILLION 


CHILD PASSENGERS IN 
_MAJOR DEPARTMENT STORES 


Write for details. 





MINIATURE TRAIN RENTAL CO., INC. 
2951 W. RIVER PKWY. GRAND ISLAND, NEW YORK 


INSECT MODELS 


From 9" to 6'-0" long. Papier Mache or Plastic— 
Animated and special models made on request— 


write for FREE CATALOGUE. All Models in 


stock. 


INSECT MODEL COMPANY, Mfg. 


410 Ogden Avenue Fairmont, W. Va. 
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MODERN STORE PLANNING 


(Continued from page 29) 

I propose they all be refinished in one of 
the new flecked finish multi-color two tone 
paints. It is possible to easily build up an 
extra heavy coat of this excellent hard 
quick-dry finish to hide all the small imper- 
fections. 

Mr. Easton has also ordered all the neces- 
sary counter top bronze finish slotted up- 
rights and brackets so that some step up 
shelves can be installed on all these counter 
banks. They will enable us to pick up some 
valuable extra display areas; an important 
feature in a limited area. 

(FD-4) This is a low base sized to line up 
with the two counter banks complete with a 
perforated board display panel or any other 
type of see-through panel. A smart manne- 
quin wearing a cotton dress can be installed 
at this point. 

(FD-3) This end counter directly 
the entrance area can also be used 
special eye-catching counter top 
display that will greet all the 
entering. 
CORSET-FOUNDATION DEPARTMENT 

This has always been a strong department 
in this old established store in charge of a 
competent fitter and expert corsetiere. For 
this reason, it will be given a special treat- 
ment as indicated by the large drawing. 

At present, the wrap counter is only 4 feet 
in length and there are no chairs for cus- 
tomer convenience. 

This type of a department should always 
provide chairs for a number of customers so 
they can sit in front of the low glass top 
counters in which the various foundation 
garments are displayed. 

This is the type of red carpet treatment 
this class of trade welcomes and expects. 
i recommended that four smart modern 
design chairs be purchased and that the 
on-hand cases be reduced in height to 31 
inches. 

At present they are on 9-inch high legs 
that make the cases far too high to use with 
the chairs. 

The large drawing shows the type of slid- 
ing plate glass door wall cases (W) to be 
installed complete with the eye-catching 
departmental identification signing. 

(X) At this point there is an exit door 
leading out onto a fire escape and I suggest 
it be closed in with drapes carefully selected 
to tie in with the overall color: scheme. 

NOTE how the inadequate sized wrap 
counter has been increased in length to 7 feet 
and relocated to the rear corner. 

Mr. Eaton made an excellent suggestion: 
That the stock room immediately adjacent to 
the department be converted into a custom 
foundation fitting shop. 

Note the (W) wall cases for top of the line 
foundation samples, the inspection table 
with chairs and a suitable work table. 

I suggested that this area be carpeted and 
that an extra fitting room be installed. This 
is the large one in the right rear corner. 
Note the large double faced corner mirror. 

When a lady comes in for a custom-de- 
signed foundation garment she can be taken 
into this section for the attention of the 
corsetiere. 

This type of profitable trade expects this, 
and I only wish the area available was a 


facing 
for a 
feature 
customers 


little larger. However, as I have stated in 
a previous paragraph, it is impossible to 
push out the sustaining side walls, so it will 
have to be considered adequate. 

COLOR can do so much for so little and I 
noticed that a strong yellow was being tried 
out for the inside of the (H) hang rod wall 
section. 

[ suggested that this be changed to an 
off-white which will not clash with any of 
the bright colors embodied in the cotton 
dresses. | would then paint the upper wall 
over the fixtures to the ceiling in a beautiful 
shade of sky blue. The new racks are to be 
a smart natural wood design and finish. 

The counters in the Lingerie Department 
are to be refinished in a two-tone cloud grey 
flecked finish. This will snap out the pastel 
shades of the lingerie and the shelves on the 
bronze brackets are to be plate glass. 

(K) These are on-hand wall sections for 
plastic lingerie boxes are to be remodeled 
complete with built-in pull-out base stock 
drawers. The length of upper wall to the 
ceiling over them is to be a pastel green. 





Jim Kiley, who has been in the display 
business many years, established his own 
business as a store planning consultant 
three years ago, and if any store wishes 
to contact him they can do so through 
this publication. 

Without cost or obligation, he will be 
glad to mail out details of his service 
and its reasonable cost along with photo- 
graphs of completed installations. Write 
to Jim Kiley, Display World, Cincinnati 
1, Ohio. 











NEW HORIZONS FOR DISPLAY 


(Continued from page 43) 


back-to-college displays. You do not have 
to use school bells, luggage, ivy-covered walls, 
etc. Why not emphasize the boy meets girl 
theme’? To be perfectly frank, many girls are 
thinking more of the men they will meet at 
college than they are of their curriculum! 
Display the clothes in settings depicting the 
fun they will have at school, the sports, fra- 
ternity dances, etc. Have an orchestra sketched 
in the background and cutout figures of a boy 
and girl dancing. Analyze this situation and 
[ am sure you can thrill the prospective col- 
lege students with entirely new back-to-college 
displays which will present the merchandise 
in such a way they cannot resist it. 

Last year I decided I could not put in 
another Mother’s Day window with “carna- 
tions, old lace, and rocking chairs.” I came 
up with the theme “Mother, the Star of My 
Heart.” In the background, we depicted a 
dressing room door with a silver star, and the 
word “Mother.” We purchased starbursts, 
decorated them with small pink and red roses, 
and hung them through the window. It was 
simple, and yet it told the story effectively. 

These are a few examples of scme different 
techniques in display which I have recently 
developed, some new approaches to old 
problems. Our goal remains the same: to 
create backgrounds not specifically to attract 
attention to themselves, but to show off the 
goods to the best advantage; to present them 
to the customers in such a way as to create 
the desire which results in sales. But there 
are new techniques which will work magic. 
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Veda Humphrey Joins 


Sales Staff of General 

Representing General Display Corp., Cin- 
cinnati, in the midwest area is Miss Veda E. 
Humphrey, formerly fashion coordinator for 
the Beau Monde Mannequin Division of 
American Fixture, Inc. She will be located 
in St. Louis and will cover that area as well 
as Missouri, Eastern Kansas, Southern Illinots 
and other adjacent areas. 


oats 
Miss Veda Humphrey 
She also manages her own mannequin re- 
finishing studio, specializing in high fashion 
treatment for both large and small stores. She 
is active in many local organizations and is 
secretary of the St. Louis Display Guild. 


New Anodized Foils 
Have Adhesive Backing 

Shown here are just a few designs of the 
new, completely anodized, multi-colored, 
aluminum foil and gage trim with pressure- 
sensitive adhesive backing that is improving 
the design of products in scores of industries 


throughout the country. Not silk-screened or | 


printed, the trim is available in any com- 
bination of colors, with the colors perman- 
; eee Bie ae ea is : ee os 3 


ently anodized into the aluminum. Manu- 
factured by Anodyne, Inc., leading producer 
of aluminum nameplates, the new trim is 
available in stock and custom designs. 
Available in sheet or strip form, the trim 
can also be embossed, pre-formed or cut-to- 
shape. The company will work with design- 
ers in the preparation of samples to meet 
individual requirements. For more informa- 
tion and product samples write, on company 
letterhead, to: Eugene T. Turney, Jr., presi- 
dent, Anodyne, Inc., 1270 N. W. 165th St., 
North Miami Beach 69, Fla. 


Ritter Retires 
At Schuster’s 

George Ritter, display director of Schuster’s, 
Milwaukee, for the past 1/7 years, announced 
his retirement as of June 9. He had been with 
the store for the past 40 years. No successor 
has yet been named to fill the post. 
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MOZAMBIQUE CONTESSA TRAVATEX MIGNON 


~ 
Pi. 


od 


Background or Foreground 


VICRTEX VEF VINYL FABRICS 


match your display mood 
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Vicrtex Wallcoverings conform- 
ing to U/L specifications now 


available on request. *vinyl electronically fused 


Add a dash of inspiration to your display imagination with versatile 
Vicrtex vinyl fabrics. From giant panels to portable displays, accent mer- 
chandise with subdued luxury or sparkling metallic motifs. More than 
200 colors — soft pastels to brilliant tones . . . 50 textures — boldly 
modern to unusual exotics. 


Easy to use; reusable for years, because they’re virtually indestructible. 
Won't chip, crack, peel or fade — resist stain, flame and mildew — wipe 
clean with a damp cloth. 


Write TODAY for swatches, prices and descriptive literature. 


L. E. CARPENTER & COMPANY 


356 FIFTH AVENUE . NEW YORK | ° Phone: LOngacre 4-0080 








MADE-TO-ORDER TAGS 
ANY DESIGN — 9 SIZES — 13 COLORS — FREE SKETCH 


Put your message across at point of sale with inex- 
pensive Made-to-Order Tags, stylized to best adver- 
tise your store name, return or refund policy, or any 
special theme. As few as 5,000 Tags can be ordered! 
Available with perforation at no extra charge. 
® CHOICE OF 13 COLORS OF STOCK: 
White, Gray, Lt. Blue, Lt. Green, Buff, Pink, Yellow, Red, 
Orange, Lavender, Dk. Bive, Dk. Green, Brown. 
® CHOICE OF 9 DIFFERENT SIZE TAGS: 
TSO1—1V%e x 1 T504—1'/. x 2 T507—1344 x 23, 
TSO2—1'%, x 1%, TSO5—1K, x 2% TSO08—13/, x 27/5 
TSO3—1'% x 2 TSO06— 15 x 2% TS509—2 x 27/5 


® ALL AT THE SAME UNBEATABLE LOW PRICES: 
5,000 — $4.95 10,000 — $4.50 25,000 — $4.25 
50,000 — $4.00 100,000 — $3.75 Prices are per 1000 Tags 


Just give us a rough idea of what you have in mind, and 
withouf cost or obligation we will mail you an artfully de- 
signed sketch to show you how handsome and efficient an 
ordinary item like a tag can become, handcrafted by special- 


Nigfoe 


NEW HYDE PARK, N. Y, 


Write for 80-Poge Catalog showing our complete Line. 
Jobbers’ inquiries invited. 








FLASHERS 


Since 1900 


Force Attention, Increase Advertising Value 


REZELERS 


3055 RIVER ROAD RIVER GROVE, ILL. 





E WARDROBE * 
MASTER 
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Rental of authentic and reproduc- 
tion period costumes and accessor- 
ies in sizes to fit contemporary 
display mannequins — mannequin 
wigs dressed in period styles... 
Costumes are complete with acces- 
sories and any required hoops, 
bustles and pads, to create a true 
period silhouette. 


HERBERT CALLISTER 


LYDALL ST., MANCHESTER, CONN. 
Mitchell 9-6319 
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MANZANITA! 
MANZANITA! 
MANZANITA! 
Natural and Sandblasted 


From 12" to 72" in height 
1961, price list. 


RUSSEL MORRIS OF CALIFORNIA 


P. O. Box 277 


Send for our May I, 





Fontana, Calif. 





AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 


363 Union Avenue, Brooklyn 11, 
STagg 2-5693 


N. Y. 








BRASS & CHROMIUM RAILINGS 


for every purpose Since 1900 


IpORTABLE © STATIONARY 
Vi ateltl eel]: 7° te): 
S. PARKER HARDWARE MFG. CORP. 
27 LUDLOW ST. N.Y.C. 2, N.Y.-WAlker 5-6300 





FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 
Manufacturing and Processing 
Write for Catalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 














Promote Laminated Garments 
With Caution — Engle 

Merchants, soon to be preparing for back- 
to-school promotions, should treat the pro- 
motion of the new laminated garments with 
caution, advises Edward F. Engle, manager, 
promotion division, National Retail 
Merchants Association. 

“Stores shouldn't make the same mistake 
which was made in introducing wash ‘n’ 
wear fabrics. They should not call laminates 
‘miracle’ fabrics. Most important is avoid- 
ing the use of unwarranted superlatives in 
their advertising. There is nothing which 
will kill a great product faster than over- 
selling and this can easily build an adverse 
customer reaction,’ Mr. Engle said. 

Technically, laminates are sponge-like 
polyurethane foam which is permanently 
bonded to the underside of a fabric. They 
have the qualities of warmth without weight, 


sales 


good insulation and, most important, are not 
as bulky as current types of insulated fabrics. 

Laminates, according to Mr. Engle, can 
be used in outerwear, sports coats, rain 
coats, top coats, hunting clothes, hats, 
gloves, shoes, insulated underwear — almost 
anything requiring warmth. “There are 
many selling facts about these remarkable 
new products,” he said, “which a store's 
resources can provide. What's more, the 
fabrics look so handsome backed up with 
the foam that merchants will have some 
really fine merchandise to offer the public.” 


Park Lane Issues 
Fall-Winter Catalogue 

Park Lane Fabrics Co., 
Park Lane Products Co., 45 East 30th St., 
New York City 16, has recently issued its 
annual catalogue of fall and winter novelties. 
Write for your copy. 


Inc., distributors for 
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MARRIED AND RESICES IN BROOKLYN 
WITH HIS WIFE AND TWO Sons 


SAM VYAS BOEN IN MIDDLESEX 
COUNTY, NEw JERSEY. 
ENTERED THE PREMIUM 
AN D NOVELTY JOoBBIN@ 
EUSINESS IN NEWARK, 
NEW JERSEY. 
HAS TECHNICAL KNOW - 
LEDGE OF PLASTICS 
ANC BECAME A PL- 
ASTIC CONSULTANT IN 
I94e. 
ENTERED THE Display 
FIXTURE MANUFACTUR-. 
ING BUSINESS WHICH 
BROAPENED INTO 
METAL AND Woop. 
SPECIALIZES IN 
STORE PLANNING 
ANP DESIGNING 
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SECRETARY 
THALL PLASTICS & METALS 


NEW YORK,NY 
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AND TENNIS. 


SUAoKEeES TEN CIGARS 
A BAy ANP En Joys 
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I7 AND (2 YEARS OLD. 
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New Officers 
Elected by POPAI 
The Board of Directors 


of the Point-of- 


Purchase Advertising Institute held an election | 


May 18 of association officers for 1961-62. 


Richard H. Dickson, Jr., president, Indiana | 


Wire & Specialty Co., Inc., was elected chair- 


man of the board; Harry Fenster, president, | 


|. Fenster & Sons, Inc., was elected president 
and Carl Bergmann, president, Palmer Asso- 
ciates, was elected treasurer. 

This board meeting was held during 
POPAI’s Fourth National Members’ Meeting 
at the Royal Orleans in New Orleans, La. 


New directors elected at the annual business 


meeting on May 17 are: William R. King, | 


sales manager, The Reytrim Manufacturing 


Co., Inc.; W. M. Jason, vice-president, Bemiss- | 


Jason Corporation; Ben J. Seger, president, 
Majestic Creations, Inc.; Chester L. Thom- 


son, president, Thomson-Leeds Company, Inc., | 
. , , . , } 
and David W. Wells, president, Wells-Badger 


Corporation. 

Directors elected to a_ second 
Harry Fenster, president, I. Fenster & Sons, 
Inc.; N. J. Leigh, chairman of the board, 
Einson-Freeman Company, Inc.; O. H. Stark, 
vice-president-sales manager, Snyder & Black 
& Schlegel, Inc.; O. Morley Tanney, vice- 
president-sales manager, Goodren Products 
Corp., and Richard E. Vogt, president, Kirby- 
Cogeshall-Steinau Company, Inc. 


term are: 


Posters Available 
For Display Use 

A wide variety of decorative posters, beau- 
tifully reproduced in full color from out- 


standing artwork, are available to display. | 


Most of the posters come in a 25 by 37-inch 
size, but many of them can be cut apart to 
make smaller decorative units. General sub- 
jects include the educational group, natural 
history group, American heritage group, 
travel posters, historical group, nursery and 
children’s group as well as Spanish bull 
fight posters. 
House, Chatham, N. J. 
is available. 


Jobber arrangement 


New Color Wheels. Satin 
Ornaments by Nesbit 


Among the new offerings of Nesbit Indus- 


tries, Inc., 1823 Milwaukee Ave., Chicago 47, | 


are sturdy revolving 4-color light wheels for 
indoor and outdoor use and several Christmas 
decorations of high lustre satin over foam 
plastic forms. The latter include giant red 
grape sprays, wreaths, red ball trees, finials, 
bells and many others. All are fully described 
on two catalogue sheets available upon request 
from the firm. 


New Firm Specializes 
In Plastics for Interiors 

Artistic Products Co., 81 Columbus 
Tuckahoe, N. Y., has been formed to dis- 
tribute and merchandise new developments in 
plastics for interiors. 
tex United, 


Representing Polyplas- 
Inc., the firm’s initial offerings 


include Panlam, Royaltex and other plastic | 


wallcoverings and vinyl, acrylic and styrene 
sheeting for luminous ceilings and walls. A 
showroom was opened on June 8 with a buffet 
and cocktail party. 
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TREES e@ 


DOANCANCA CACAO 


——— 


BEANS 


1405 Douglas Street 


LWW 


@UVANIVANUVANIYaNivaNivarivaniva\lvarivarivarivaivaviva\ive 


CHRISTMAS DISPLAYS 


BOOTH 
MAIN EXHIBITION HALL 
CONRAD HILTON HOTEL 
JUNE 25-29 


Featuring Many New Creations for Interior or Exterior Use 
Made of Our Famous Plastic Needle Pine 
You Will See: 


TRees @¢ 
From 2 ft. to 12 ft. high in many species 


6" Dia. Austrian Pine, 4" Dia. Scotch Pine, 2%" Dia. Blue Spruce, 2" Dia. Balsam Fir, 
344" Dia. Curly Engelman Spruce, Hemlock and American Larch or Tamorack. 


OLTMANNS COMPANY 


116 


TREES 


Omaha 2, Nebraska 








For catalog, write to Poster 


Ave., | 


SUMPTUOUS SATIN 
CHRISTMAS 
DECORATIONS 


Tightly Wrapped Rayon 
Over Styroforms 
10 COLORS e 
BELLS e FIGURES e FINIALS 
SEND FOR 14-PAGE 1961 CATALOG 
COLOR WHEELS e STYRO NOVELTIES 


BALLS IN SPRAYS 


JOBBER INQUIRIES INVITED 
MADE IN OUR CHICAGO FACTORY 





Sleshtt INDUSTRIES, INC 


1823 N. MILWAUKEE AVE.. CHICAGO 47 

















DISPLAY Ltlgae 


NEW ROTATING! 
"LIVING COLORS” | 


OR DRAMATIC STATIONARY COLOR 


For imaginative = ciristMAS TREE LIGHTING 


fight M0 MERCHANDISE DISPLAY 
A f hheals 


“HEAT RESISTANT DIFFUSING TYPE GLASS 


3-WAY SWITCH CONTROL “ss 
DRAMATIC SELECTED STATIONARY COLOR, Any” 
of the six lenses can be positioned for selected « 0 


ROTATING "LIVING COLORS". 
the motorized COL-O-LUM 
make one revolution 

every minute. 


ON & OFF 
CONTROL 


Slip Clutch 
For 
Indexing 


ALL 

ANGLE - 
SWIVEL-ARC 
POSITIONING 


' 


STETSON MANUFACTURING CO 


1223 CIRCLE AVE FOREST PARK ILLINOIS 














U. L. Approved 
MINIATURE SETS 


Twinkling and Steady Burning 


24 or 30 Light miniature sets with screw- 
in bulbs which have permanent filaments. 
If one goes out the rest remain burning. 
Available with green or ivory wire and 
sockets. Clear or colored bulbs. 


TWINKLING SET with individually 
twinkling bulbs available in 20, 24 or 
30 lights. 


JULIUS KUPFER, INC. 


Ufgrs. of Xmas Lite Sets & 
Display Specialties 
79-10 ALBION AVENUE 
ELMHURST 73, L. L., N. Y. 











PERMALIFE 


PACKED IN 1 LB. 
POLYETHYLENE BAGS 


BIG PANELS OF 
PUFFED SPUN GLASS 
inquiries Invited 


PERMALIFE GLASS FIBER DIVISION 
BOX 6356 SAN ANTONIO 9, TEXAS 














FLAME-RESISTANT 
LACQUERS 


@ in Silver, Gold and Colors e 
WILL NOT SUPPORT COMBUSTION 


Adhesive Products Corporation 
1666 BOONE AVENUE NEW YORK 60, N. Y. 


WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free placement. 
REGISTRATION OPEN— ENROLL NOW 


PAN-AMERICA ART SCHOOL 


316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Graduates are in Demand 


EXHIBIT BOOTHS 


e Flamproofing Spray e Portable Canopies 
e Mirrored Balls ¢ Draperies e Spotlights 
e Crowd Control Equipment 


FILJON, INC. 


1211 East Fayette St., Box 122, Syracuse, N. Y. 
Write for Literature 


























44Those who profess professionalism in op- 
tometry, while exhibiting such outward trap- 
pings of merchandising as displays and other 
conspicuous demonstrations of their presence, 
do not present themselves as _ professionals, 
though their ethics may be rigid and undeni- 
able. But the people cannot view them as 
professionals by their very acts. They do not 
view them as professionals, for they do not 
appear to be professional. Their deeds (ap- 
pearance) belie their words. These same in- 
dividuals would not consider, for a moment's 
time, sending their views or children to den- 
tists who practice in offices exhibiting the 
same trappings and demonstrations of presence 
that they themselves display, nor would they 
utilize the services of a physician who was in 
such surroundings, were he available to them.” 
—Statements from an article entitled “Ethics 
and Professionalism” by John R. Gorham, 
O.D., in The Optometric Weekly. 


é4Fixturing for giant store units 1s another 
area demanding special attention from sup- 
pliers. These giant stores tend to be the 
‘darlings’ of the chains. They are pampered 

especially in decor. Here, therefore, is a 
big opportunity for custom fixtures by the 
manufacturer; yet that opportunity is seldom 
capitalized. And even in small fixtures (as in 
a deal) too seldom is a special fixture (and a 
special assortment) planned specifically to 
match the requirements of the huge one-stop 
store unit.”—from Advertising Age. 


é4Christmas may come but once a year; but 
so important is it to the retailer when it does 
come, that the display manager finds himself 
thinking of it, off and on, throughout the 12 
months. For him it is December in June — 
not to say January. 

“Spensored by the National Display Equip- 
ment Association, Display Market Week gave 
us an intriguing vista of Santa Claus cheek 
by jowl with March hares, whilst holly berries 
flourished amongst the Easter daffodils. No 
doubt similar incongruities will mark its 
counterpart in the U.S.A., the show to be or- 
ganized by the National Association of Dis- 
play Industries in June. And on the shores of 
Lake Michigan a leading display firm 1s al- 
ready preparing for a Christmas budget not 
far short of half-a-million pounds ($1,400,000). 

“Well over half the total sales of the firm 
in question are accounted for by the Christmas 
promotions of American department stores, 
who spend an average 2,500 pounds ($10,000) 
on a big Christmas window. Last year B. 
Altman mounted a six-window show depicting 
city folk spending the festive season with their 
country cousins, and vice versa: net cost 
23,000 pounds ($74,400). In Toronto Robert 
Simpson featured an enormous animated dis- 
play in which 100 synchronized models per- 
formed an ice revue. Not far behind these 
giant spectacles came the displays put on by 
Schuster, Milwaukee; Lazarus, Columbus; 


Famous-Barr, St. Louis; Higbee, Cleveland; 
and Gimbels, Pittsburgh. 

“Admittedly, the money spent on Christmas 
displays by American and Canadian depart- 
ment stores has probably reached a ceiling. 
But when shall we be able to make anything 
approaching the same comment in respect of 
our own shops?” — editorial from Display, 
British publication. 


44In the present state of things, display in this 
country (Great Britain) is not considered an 
art worthy of the best artists. Display, like 
advertising, should establish itself as a profes- 
sion. 

“There are still large stores where the 
display manager gets a salary of about 900 
pounds ($2,520) a year. 

“Pitifully small sums are allowed for dis- 
play material, and it is remarkable what some 
display managers achieve on such small allo- 
cations. In some stores this remains the 
situation in the face of vigorous competition 
from newly opened display-conscious chain 
stores. 

“Take a look at the Stores and Shops Di- 
rectory. In most cases the display manager 
is listed at the end. Sometimes he combines 
his job with that of transport manager or 
maintenance engineer. Often he is not men- 
tioned at all. Yet, he is the man who, day by 
day, projects the store to the public. 

“He is the top 
of the organization 
standard. 


salesman, and the whole 
will be judged by his 


“This man cannot do his job properly if, and 
in most cases, he is underpaid, and if he has 
to fight for every penny for every new idea... 

“To sum up: there is generally a sad ab- 
sence of policy in display in Britain. The 
man whose job it is to project his store to the 
public through the best possible medium — 
its windows — very often does not know from 
year to year what he will be allowed to spend 
on his presentation. 

“The remedy is a three-point one: 1. Dis- 
play must be saved from being a capital ex- 
penditure ; 2. It must have a definite allocation 
proportional to the amount spent on advertis- 
ing by the concern; and 3. The display man- 
agers status must be raided from that of a 
glorified window dresser to that of an execu- 
tive.”—Statements by Jacques Bodart, manag- 
ing director of Gems, Jean Roger et Cie, Lon- 
don, in Screen Printing and Display News, 
British publication. 


44The face is everything. If it’s unattractive, 
you won't even notice the rest of her 
When wigs start to fray, clip the edges with 
a scissors and then apply clear lacquer with a 
paint brush. If the wig has pulled away from 
its buckram foundation, clear glue can remedy 
that. One way to avoid this problem is to 
nail the wig into the mannequin’s head. . 
Remember that mannequins can be wonderful 
salesgirls. Properly done up, they lend a cer- 
tain amount of excitement to any store, but 
they’ve got to look good. A store wouldn't 
want its sales personnel to look drab and un- 
kempt. It shouldn’t let its mannequins get 
that way either.” — Quotes of Jerry Leeds, 
president of Flair Plastic Manikins, New 
York City, in Women’s Wear Daily. 
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Williams Show ‘Black Magic’ 


Dramatizes Display Trends 7 Creators and Manufacturers 


A hundred beautiful women, beautifully a 
gowned, are on view, standing around, sitting, of Mechanical Dis la S 
lying, elbows up on the carpet, playing gin YH] Vy. 
rummy with giant cards. Children amuse 
themselves in their own quarters. Handsome | No. 416 
men intersperse the decorative women. e ‘ 

Is it a reception? A party? No, it’s the Disappearing 
newest display presentation just unveiled by | Santa 
D. G. Williams, Inc., in their New York City | pas 
showrooms. It’s called “Black Magic.” | in Chimney 

“Black, the magic of it, started at the Royal ; 
Court of Spain 100 years ago” reads a wall ‘ 
sign. We glimpse eight of Mary Brosnan’s Stays Inflated 15 Seconds 
loveliest lovelies, Spanish style, all in evening | Stavs Down 10 Seconds 
gowns of heavy brocades, taffetas and lace, | r 
wearing mantillas. Every one is black. ; , 

Others wearing plunging necklines and Continuously 
Merry Widow hats look soignee as_ they 
attitudinize. All is black. Six small-boned 
Brosnan figures wear elegant Anne Fogartys 
in black . . . against a sunny yellow back- 
ground. 

Introduction of the new Town & Country 
mannequins is one of the big surprises of the 
new show. They look fetching against cas- | 
cades of pink pliofilm tape and shimmering | : New York 19, N. Y. 
silver garlands. Their wigs are particularly 
mn ‘teworthy. 

Mary Brosnan again demonstrates her mas- 
tery of children sculptures in a showing of a 
dozen kids, infants to teens, in a Hallowe'en | 
setting. | 

Swirled hairdos, dramatic gestures, wonder- | 
ful eyes and subtle curves are coming in, the 
new mannequins demonstrate. You will see 
everything for the display season ahead at the 
new Williams fashion show “Black Magic” 








Action Repeats 





eel 5$-6023 














Waresttornoet 


in the firm's showrooms at 498 Seventh Ave. | | e Currently styled dickies for 


men's and boy's suit forms. 


Huge Insect Models 


Available for Display @ Improved design sleeve pads 


lf you think it possible that you will have | . e ~ Available through dealers or write: 
some application for huge authentic insect | | _ LARS 
models in your displays write for the catalogue : es . » DU BLIFE COL 
of Insect Model Co., 410 Ogden Ave., Fair- | & oe a | : ies 295 Madison Ave., N. Y. C. 
mont, West Va. For instance, you can use a | 
moth larvae in your display featuring summer 


storage for fur coats, etc. Other pests might 
be featured in your interior garden or house- 


hold departments. A quick perusal of the Plan to be 








booklet suggests that there is one insect for : : Ww Frostee’ 
just about every department. The firm even (FAL/S SNOW fA Ko 

has brooches for the costume jewelry depart- in your 
ment. 


Fall and Christmas 





displays. The frigid 


oo o> Sires eid: e. sparkle of Frostee 

PAPEL RV] /AAKY . é _ ?> sae Y =a ~ % er Sno Blocks demands 
A he N RES 5 : oS eet Bs at ¥ gh’ ® i r 4 * ne | the shopper's eye. 

MANEQUIES 


TAPETES de PASTO : oes Ss Frostee Sno Co. 


FLORES de temporada... : / : ail 





y el mas completo 


ca FO j L PAP f y D E K @) P K A N E 


aparadoristas Puffing Foil & Base Metal The Technical Cement 
* : | Quart . . . $6.75, Post-paid 


: D439 - GUADALAJARA R. A. OHLHORST THE CRYSTAL ESSENCE CORPORATION 
MERIDA 146 Tel. 28-95-35 MEXICO 7 D.F. 278 Johnston Ave. Jersey City 4, N. J. Brook, New Jersey 
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lenmiinen Oak 
and Transparent 


Oak Leaf Ropings 


in many colors for the 
Display Supply houses 
Get our Free Samples with Prices 


FLORIDA LEAF & FERN CO. 


Ww. Cc. & T. S. Rumbiey Sanford, Florida 
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W.H. DISPLAY CO. 
126 Eleventh Ave. 
New York City 11 


—South African Feather Co., Inc.— 

1015 FILSERT ST., PHILADELPHIA 7, PA. 
Established in 1906 
WaAlnut 5-5219 





FEATHERS 


@ FEATHERS FOR DISPLAY 

@ OSTRICH FEATHERS, all colors and sizes 
@ MARIBOU in 2 yord strings, oll colors 

@ FEATHER BIRDS, made in Japan 


Excellent Delivery — Write for Price List 








DECORATIVE FOILS 


K P Expanded Aluminum Foil, R P Ex- 
panded l’uffing Foil, R P Unexpanded Foil, 
R P Non-Expandable Foil, R P Base Metal 
Write for Samples 
RESEARCH PRODUCTS CORPORATION 
1015 E. Washington Ave., Madison 1, Wisconsin 
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HE LATEST version of a display ex- 


pert might ask: “Well, what’s he selling: 
Popcorn or bathing suits?” And he might 
be partially right, as most experts are. How- 
ever, the most reliable expert is the customer 
and I doubt if she ever heard of the display 
axiom: Keep the props subordinate to the 
merchandise. 

No one will deny that the popcorn stand 
with its enormous sign, the fancy side 
panels, the blower causing the popcorn to 
continuously pop and the other not-for-sale 
baubles about the window are pretty heavy 
props for two bathing suits and one ar- 
rangement of accessories. But I doubt if this 
kept the customers from feeling the carnival 
spirit and yearning for the smell of the surf 
—and popcorn. 

And when Display Director Julian L. 
Wright turned the series of windows of Ellis 
Stone and Co., and the main street of Greens- 
boro, N. C., into the boardwalk of Atlantic 
City, the ladies knew that it was just the 
right time to buy a new bathing suit—and 
they knew where to buy it. 

And that’s why the editorial staff of DIS- 
PLAY WORLD selected this display as Dis- 
play of the Month. Mr. Wright will receive 
the traditional Gold Medal for the occasion. 
The display was selected from photos sub- 
mitted during May in DISPLAY WORLD'S 
International Display Contest for 1961. 

Rules tor the 1961 annual contest are the 
same as for 1960, with the same categories 
again making it possible for displays of all 
types of merchandise and for any possible 
purpose to be eligible. The top three winners 


FEVUUTOVEUUTOO TP SUBREANESHNUALUYYLAUUUUOUOPAAUAGAEASSTTEUOPAGHAOUUUUPRPEONOESHAASEELAL HAY OAT OUT OnnndAA 
1960 WINNERS 


First Place: George K. Payne, Wood- 
ward & Lothrop, Washington, D. C. 
Second Place: A. Van Hollander, Gimbel 

Brothers, Philadelphia. 
Third Place: Thomas B. Comerford, Lit 
Brothers, Philadelphia. 


STULL LL 


in each category win gold, silver and bronze 
medals respectively, and the displaymen 
amassing the most cumulative points (three 
for first, two for second and one for third) 
are awarded gold, silver and bronze plaques. 
and classifications are published 
in many issues throughout the year. How- 
ever, we'll be glad to send you this informa- 
tion. Send your entries or write to Contest 
Editor, DISPLAY WORLD, Cincinnati 1, 
Ohio. 


Rules 


Century Displays 
To Build Plant 

Century Display Manufacturing’ Corp., 
maker of point-of-purchase displays, has con- 
tracted for a one-story building to be con- 
structed at 11500 King St., in the Clearing 
Industrial Dist. in Franklin Park, Chicago. 
Realistic Ice Cubes 
For Summer Displays 

Ben Walters, Inc., 156 Seventh Ave., has 
developed a most realistic plastic ice cube of 
approximately actual size. These are in de- 
mand for summer promotions. Write for 
samples. 


DISPLAY WORLD 








We desperately need 
the storage space! 


FOR SALE 
3 MECHANICAL 
CHRISTMAS 
WINDOW UNITS 
@ Bliss “Santa Claus and 
Chimney” Unit 
@ Silvestri “Snow People’s 
Holiday” 
@ Silvestri “Elves’ Christ- 
mas” 
Each an outstanding value. 
Each for sale at a small per- 
centage of original price. Com- 
plete description and photos on 
request. 
ROBERT BROWN 
Display Director 


MAY-Cohen’s 


Jacksonville, Fla. 








SALESMEN 
WANTED 


Important territory open for 
good salesmen. Display house 
of fine reputation and manu- 
facturer of top line props and 
foliage has opening in central, 
south and north-eastern areas. 
Excellent commission basis. 
Give experience and lines car- 


ried for last five years. 


Address BOX 7-GH 


Care of DISPLAY WORLD 


FOR SALE 


Mechanical Christmas 


Displays 


at 4% off original prices 


| Display — 3 Boys in the Bed as Mother enters 
through door. 


| Candy Kitchen, | Packing Room and | Flower 
House, Garden and Flower Shop. 


If interested, contact 


JOSEPH 


APOLINSKY 


Display Director 


Loveman’s, Birmingham, Ala. 





DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registration being 
accepted now for the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN AMERICA ART 
SCHOOL 


316 West 57th Street 
New York City 19 


PL 7-0064 

















WANTED TO BUY 


Don’t throw out your used 
mechanical figures and mechan- 
ical displays. We buy them. 
Send details or photos to: 


Metropolitan 

Mechanical 

Display Co. 
50 West 22nd Street 


New York City 10 
Phone OR 5-1280 


Fine Promotional and 
Decorative Line has Opening 
For Fine High Volume 
Salesmen 


for north-central, south-east, 
20% to 30% commission. No 
objection to non-competitive 
line. 

Address BOX 7-CD 


Care of DISPLAY WORLD, 
and mail additional copy to L. 
Dolch % Sheraton Blackstone 


Hotel, Chicago, Ill. 





CHICAGO 
Representative 


With Department Store and 
Specialty Shop following: 
(Other territories available): 
Michigan, Indiana, Illinois, 
Wisconsin, Iowa and Missouri. 
Please contact us during 


MARKET WEEK 
BOOTH 127 


DUPLEX DISPLAY 
& MFG. CO. 


916 Arch Street 
Philadelphia 7, Pa. 














High Volume Salesman wants 
Top Manufacturers’ Lines 
(no jobber lines) 
Decorative, Promotional and, 
or Import lines considered. 
Have the finest entre and 
following in Midwest = and 
Southwest but would consider 
other areas for the right line. 
Desire change for personal 
reasons. Can interview at 
June show. Address Box 7-BC, 
Care of DISPLAY WORLD, 
and mail additional copy to 
Don Murphy % Sheraton 
Blackstone Hotel, Chicago, Il. 





FOR SALE 
13 BLISS FRAMES 


Complete with Panoramas and 
scenes done in dimension. All 
Frames have tables to make 
complete units. 

$1,200.00 


Information & Photos 
on request: 


SATER’S 


317-319 MAIN ST. 
EVANSVILLE, IND. 








SALESMEN 
WANTED 


Manufacturer—with fine repu- 
tation for 30 years in Displays, 
member N.A.D.I., is looking 
for men with following only. 
Highest commission, no ob- 
jection to non-conflicting lines. 
Write details to 


BOX 7-AB 


Care of DISPLAY WORLD 


STUDY 
WINDOW DISPLAY 
AT HOME 


Earn good income. Easy home- 
study course. Employers: 
Sponsor our course for one of 
your employees. All will find 
this course the finest of its 
kind. School highly recom- 
mended and established in 1905. 

The KOESTER SCHOOL 

Koester Bldg. 
Dept. DW 
3710-12 No. Cicero Avenue 
Chicago 41, Illinois 











Salesman Wanted with Department 
Store following to sell exclusive 
line of high grade wood and metal 
display fixtures. O.K. to have non- 
corflicting lines. Furnish complete 
details about territory and personal 


data. 
Address BOX 7-DE 
Care of DISPLAY WORLD 

















Christmas Animations For Sale or 
Rent—Magical Forest, Santa & Ru- 
doiph, Santa in Old Barber Shop 
set, Cinderella, Ole King Cole, 
Chimpanzee act, Santa in Ole Jalopy, 
Huckleberry Hound unit and 
sound, Angels. 
L. G. POWELL & CO. 
113 W. 20th St., Joplin, Mo. 








Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 








ADDITIONAL 
OPPORTUNITY 
EXCHANGE 


ADS WILL BE FOUND 
ON PAGE 64 
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SALESMEN 
WANTED 


i stablished New York manu- 
facturer of wire staples used 
in stapling machines, wants 
men with non-conflicting lines 
to cover the display trade. 
Many territories available. Will 


FOR SALE OR TRADE 


Complete story of 
“The Night Before Christmas” 
Consisting of 6 animated and 1 
non-animated Window by 
Visual Merchandising Displays, 
Inc. 


Will sell outright, but prefer to 
trade for animated trim suitable 





POSITION WANTED—16 years 


experience—Fully qualified combi- 
nation adv. display man. Desires 
position in north-eastern’ states. 
Prefer city 40,000 or under, location 
given preference over salary. Age 
42, married. Showcard, personnel 
and some management. Available 
August Ist-15th. Address BOX 7-HI, 
care of DISPLAY WORLD. 


FOR SALE—8 Pre-Columbian fea- 
ther panels on natural burlap. 4% 
ft. x 10 ft. Used in recent 5th 
Ave. windows. Available at $75.00 
apiece. Photo furnished upon re- 
quest. 


HELEN WATKINS 
25\~ East 6ist St., New York City 21 








FOR SALE—Free Lance Display 
Service—Live and work in Florida. 


WANTED — Window Displayman 
or woman—Experienced, for high- 
class, exclusive specialty shop on 


consider national representa- for at least 4 windows. For erv . : 
Limitless opportunity for live tal- west coast of Florida. Must be 


‘ ommission. photos and details write : ent. Props, active monthly accounts, good — —— displays for ee 

JOHN P. CAMPBELL and ‘56 Rambler wagon. $3500.00 ee - « ution Ay oe A ama 

% Riff’s CASH. Address BOX 7-EF, care of oa Rags oI . At aS aay 

. DISPLAY WORLD treated as confidential. rite ae 
Longview, Texas pag we 


tive. 


Address BOX 7-FG 


DISPLAY WORLD tails to DISPLAYS, P. O. Box 


470, Sarasota, Florida. 


{( are ot 




















USE THE OPPORTUNITY EXCHANGE FOR 
e POSITIONS VACANT e FOR SALE 
e POSITIONS WANTED e LINES WANTED 
e JOBBERS WANTED e USED MATERIAL 
Only $5.00 per Column Inch remittance with order. 
Forms close on 5th of month. 


SALESMEN 


Carry a Sideline Select Group of Wood and 
Designed for Beauty and Function. All 
All inquiries confidential 


‘OmMmMmMmission 


( ustom 


Address 


BOX-IJ 
of DISPLAY WORLD 




















were held there for an hour and all shades 
were pulled down on the train. 

“We arrived at Nice around 1:30 a.m. and 
had a marvelous time there. We _ visited 
Monte Carlo, Monaco, the Riviera and other 

“We left on Wednesday by Alitalia Airlines 
for Rome and had three very delightful days 
Market Week. The trip was co- there visiting the Vatican, St. Peters Basilica, 
sponsored by the National Association of | the Catacombs, Parthenon and many other 
Display Industries and Alitalia Airlines. | 3 gro Tey hoacering tin eee 

“We then took a two-day trip to Naples and 


Quintrell Writes 
Of NADI Prize Trip 

The following letter was received from 
Everett W. Quintrell, display director of 
Elder & Johnson Co., Dayton, Ohio, upon his 
return from an extensive trip to Europe as 
result of his winning the Grand Prize at the 
December 


“My wife and I have had our trip to Europe 


and returned with many pleasant memories 
which we can re-live for many years to come, 
as we took hundreds of feet of motion picture 
film as well as colored slides. We left on 
Saturday, April 15, from Idlewild Airport 
aboard an Alitalia plane around 10:30 p.m., 
arriving in London on Sunday around 6:30 
a.™. 

“We had a wonderful trip across and excel- 
lent service. In London, we visited Bucking- 
ham Palace, saw the changing of the guard, 
visited the Tower of London, Westminster 
\bbey and many other places of interest. 

“From London we went to Paris where we 
EKiffel Tower, Arch de Triumph, 

Tomb, Notre Dame Cathedral, 
Versailles and many other interesting sites. 
We were to leave Paris on Monday, April 24, 
for Nice by plane, but was informed by the 
conductor of our tour that all airports were 


saw the 
Napoleon's 


Mr. and Mrs. Everett Quin‘rell in front of the 
Eiffel Tower in Paris. 


troopers, but he would try and get us out by 
train. At 12:30, he took us to the depot to 
take the train. That station had just been 
bombed before we got there and a man and 
girl were be-headed. About 7:00 that night, 
we stopped at Gare-de-Lyon where a bombing 
had taken place in that depot before we got 


the Isle of Capri by way of the Appian High- 
way. 

“We had the pleasure of visiting Harrods 
Department store in London, Galleries La- 
fayette in Paris and C.I1.M. in Rome. We 
thought Harrods was the most outstanding of 
all those we visited. 

“We were fascinated with the way Galleries 
Lafayette in Paris made windows of the en- 
trance ways. The doors are glass and by 
sliding a curtain around the back and sides, 
they had show windows to display their ready- 
to-wear over the weekend. 

“Many of the stores close from 1:00 to 3:00 
in the afternoon and then stay open until 
7:00 p.m. 

“We also enjoyed visiting the many shops in 
our travels. 

“Ruth and | had the time of our lives on 
this trip thanks to NADI and the Alitalia Air- 


closed due to an expected invasion of para- there and a man had his leg shot off. We _ lines.” 
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Prints all sizes 


BLADE CUT 59. up to 15° x 45” 
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ch _agspeet Answers a long-felt need— 
| ieee | For those really long pennants and streamers 


Here’s the long and short of it: The new Showcard Machine 
“LONG-MASTER” is long in everything but price! 

It’s a specialized compromise between width and length 

offers you a machine which, without undue expense, 
prints cards, streamers, pennants and the like up to a full 
45” in width. It can take over a lot of your standard sign 
jobs, too. 

There’s not the slightest compromise in quality, or speed, 
or ease of operation. The LONG-MASTER has the Show- 
card fast type-setting method which handles one-of-a-kind 
sign jobs in minutes; the automatic inking unit which turns 
out multiple sign jobs in record time; the complete freedom 
of layout, and type faces; the roller-lifting handle toggle 


that prevents blurring and smudging; the silk-smooth, tank- 
tough construction that is guaranteed for a full five years. 

It’s fresh evidence of the fact that the Showcard 
Machine line-up offers a practical, dependable, 
economical answer for every sign-making need. 


THE SHOWCARD MACHINE CO., 320 W. OHIO ST., CHICAGO 10, ILL. 
Display Room: Chicago Merchandise Mart, Suite 928-C 





No. 4045 — FAN- 
TASIE TWO-PAIR 
SHOE STAND — 
Bark-finished metal 
bent in a fanciful 
design accented with 
unusual metal leaves 
. . « BRASS-PLATED 
and antiqued in 
moss-green ... two 
shoe holders .. . 
size 14° Wx 14" H 
x 10° D. 

Each $8.95 


No. 4042 — FANTASIE AC- 

CESSORY CHAIR — Hand- 

wrought, bark-finished steel in 

an unique composition of 

: | aes branches . . . fanciful metal 

No. 4036 — GIANT TREE FANTASIE — Hand-wrought Pi } a ee ae pe ge MM eaters: 
bark-finished steel in unique composition of flowing Me re) ~ wih’ | pes fine sleek aa 
branches . . . accented with fanciful metal leaves .. . F "Pp oe re ios “toe remeveble shoell 


brass-plated and antiqued in moss-green . . . cast iron = : “3 wren size 36" H x 18" 
a pe i z 


flower pot base in moss-green . . . five removable shoe “a “ - , 
holders ... size 27'' H x 36" W x 20" D. ae = a W x 16" D. Each $49.95 


Each $79.95 


eats Bie 


No. 4046 — FANTASIE MEDIUM DIS- 
PLAYER — Bark-finished metal in a glass- 
tabled unit . . . two shoe holders . . . BRASS- 
PLATED, antiqued in moss-green... accented 
with metal leaves .. . size 24° H x 20° W. 
x 18" D. Each $35.00 


No. 4041 — MEDIUM TREE FANTASIE — 
Bark-finished steel . . . accented with metal 
leaves . . . BRASS-PLATED and antiqued in 
moss-green ... three shoe holders . . . size 
28" H x 20" W x 10" D. Each $19.95 


DISPLAY DESIGNERS AND MANUFACTURERS *@ Portsmouth, Ohio 





a myn hme, 


ae 














ene 
ie mie 








